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You Can Make an Outstanding and Profitable Connection! 


Become A KNOX HOMES DEALER 


If your business is building, contracting, lumber or 
real estate, here is an unusual opportunity for you. 
Become an authorized Knox Homes Dealer! Secure 
the franchise for your territory! Each city and town 
offers almost unlimited opportunities, but you must 
act promptly. 





The 4, 5 and 6 room Knox Homes are carefully de- 
signed by a Nationally known small-homes architect— 
built in Knox’s modern plant—and backed by Knox’s 
50 years experience in the home building field. Full 
use is made of highly skilled workmanship and up to 
date factory assembly methods. The Knox Home is 
ideal in design, in construction, in durability and in 
cost for all home buyers in the lower and middle 
income brackets. 


You can save financing time because Knox Homes 
ean be constructed on the home site in 1/3 of the 
conventional building time. You make your own sub- 
contracts for foundations and chimney, plumbing, 
wiring and painting. Everything else is furnished 
you—ready for assembly—by Knox. 


The construction, FHA approved; the assembly, 
Government-inspected; the Knox Home is the solu- 
tion to the housing problem in any communitv— 
large or small. 


Knox offers many exclusive franchise arrangements 
throughout Kentucky, Tennessee, North Carolina, 
South Carolina, Georgia, Florida, and Alabama. A 
strong advertising campaign will aid your selling. 
Write or wire for complete information today! 








A 5 room Knox Home. 


KNOX CORPORATION 
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CARLOADINGS WILL INCREASE in the lumber and forest prod- 


ucts classification during the first quarter of this year. That is the 
forecast in the Pacific Northwest Advisory Board Territory. These 
forecasts have a reputation for accuracy. Forecast of carloadings 
for the first quarter of this year compared with the same period in 
1947 follow: fir lumber, 1947, 56,877; 1948, 62,565; pine lumber, 1947, 
37,918; 1948, 41,710; pine logs, 1947, 21,032; 1948,, 23,135. Lumber 
and forest products: total, first quarter, 1947, 147,377; first quarter, 
1948, 157,960. 

BUILDING PRODUCTS MERCHANTS again set new sales records 


in November, 1947 compared with a year ago. BLS figures show 
that lumber and building material dealers showed the greatest gain 
in the durable goods field, 20 per cent ahead of November, 1946. 
However, November sales slumped 17 per cent below October sales 
in 1947. 

PERMANENT HOMES COMPLETED IN 1948 is expected to reach 


985,000. This is around 150,000 more than the estimated figure for 
1947. These are Bureau of Labor Statistics figures. Home starts this 
year are estimated at 950,000 which would top the previous all-time 
high of 937,000 units in 1925. In addition 20,000 publicly financed 
dwellings are expected to get started this year, compared to around 
5,000 in 1947. 

PEAK MONTH OF NEW CONSTRUCTION is expected to be 


September. Approximately 2,150,000 construction workers are ex- 
pected to be on the job at that time; this is about a quarter of a 
million more workers than were employed at the peak last year. 
About one-third of these workers are expected to be residential 
on-site building mechanics. 


DOLLAR VALUE OF HOME BUILDING ACTIVITY in November 


reached a record monthly high of $525 million. This peak was 
reached, according to BLS, despite a 5 per cent drop in the value 
of all construction in November compared with October. For the 11 
months of 1947, residential building expenditures were approxi- 
mately $1.4 billion ahead of 1946. Commercial construction on 
during the same period was off 5.1 per cent. 

TARIFF ON CANADIAN LUMBER entering the United States, 


effective Jan. 1, was cut 50 per cent. This makes the nominal duty 
25 cents per thousand board feet. Red Cedar Shingles will be ad- 
mitted free. Previously, shingles had been admitted free on a quota 
basis, based upon 30 percent of Canadian production, after which 
the duty was 25 cents per square. New tariff setup will permit Red 
Cedar Shingles to be entered duty free throughout the year instead 
of approximately nine months as under the old schedule. 
PORTLAND CEMENT SHIPMENTS for the first three quarters of 


1947 reached 138,187,000 barrels, an increase of 10 per cent over the 
corresponding period in 1946. Consumption for the January-Sep- 
tember period was higher in all but 10 states compared with the 
same period in 1946. 

RECORD OUTPUT OF ASPHALT SHINGLES and roll roofing was 


set in 1947, the Asphalt Roofing Industry Bureau reported. Total 
production was 70 million squares, which was 65 per cent above 
production in 194], the peak prewar year. 

MORTGAGE INSURANCE APPLICATIONS set an all-time record 
in November, 1947, the Federal Housing Administration reported. 
November applications coverted 76,734 dwelling units—more than 
14,000 above the previous record of 62,299 units established in June, 
1947. New construction applications accounted for 65,166 units. 
which is almost 85 percent of the total number—also an all-time 
record. 
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HOME CONSTRUCTION 


Expenditures said to reach 
all-time high in November 


HOMEBUILDING expenditures 
reached an all-time high in Novem- 
ber, reported the Bureau of Labor 
Statistics. 

Privately financed construction 
of new nonfarm dwellings reached 
a dollar volume of $525,000,000 or 
$10,000,000 above the October 
figure. 

New home building accounted for 
55 per cent of all dollars spent on 
new construction for the month—a 
grand total of $1,456,000,000. This 
was only 5 per cent under the re- 
vised estimate of $1,529,000,000 for 
October, the peak month in 1947. 

Compared with November, 1946, 
expenditures for new construction 
and repair work showed a gain of 
26 per cent. 

Contractors laid off 42,500 work- 
ers during the month, but the aver- 
age of 1,852,000 workers employed 
was only 3 per cent under the post- 
war peak reached in September. 


MATERIALS REPORT 


Manufacturers offer their 
predictions for current year 


THE following reports on prod- 
uct availability in 1948 arrived too 
late to be include in the issue of 
AL&BPM dated Dec. 20, 1947. For 
a complete report on the building 
materials outlook for 1948, please 
consult that issue. 


PANELS 
THE UPSON CO., W. H. Upson, 


Jr.: In our company, as in our 


industry, the past year has been 
marked by a constant struggle to 
meet the demands of builders and 
homeowners for our building prod- 
ucts. We feel that we have made 
headway by increasing the volume 
of shipments of our building boards 
while demand for new housing has 
been increasing and accumulating. 
With increased production capac- 
ity, we are entering 1948 confident 
that we will more nearly be able 
to meet the requirements of the 
trade than in the year just closed. 


LUMBER 
MEDFORD CORPORATION, B. 
L. Nutting, Manager: The Medford 
Corporation is planning its 1948 
production schedule on a capacity 
basis of approximately 70 million 
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CEMENT 
THAT’S ONLY Ovce OF THE 1,000 USES— 


TRIPLE STRENGTH 





TARPS 


... just one of 1,000 sales appeals of Fulton all- 
weather tarps! Builders use tarps to protect 
materials against weather, in transit and on the 
job... to shelter costly machinery and equip- 
ment... for 1,000 profitable uses. And Fulton 
is the all-purpose tarp with extra sales appeal! 








Bright colored reinforcements under grommets 
make Fulton tarps triple-strength at points of 
strain... make Fulton easy to identify even at 
a distance and provide extra advertising value 
for you. The tough tarp canvas is pressure- 
impregnated with the exclusive Fulton weather 
and mildew treatment...weather proof and 
easy-to-handle even in cold weather. 





DEALERS WANTED! 


Act now... get the profitable dealership for these 
self-selling, self-advertising tarps. Write for full infor- 
mation about the Fulton selling plan which includes 
local newspaper advertising, direct mail advertising 
and store display...and THE NEW “NAME ON 
YOUR TARP” PROMOTION! Address: Fulton Bag 
& Cotton Mills, Atlanta, Georgia. 





BAG & COTTON MILLS 


Manufacturers Since 1870 


New Orleans St. Louis 


Dallas Kansas City, Kans. 
Denver Atlanta 


Minneapolis New York 
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feet divided between the species 
of Sugar Pine, Ponderosa Pine, 
Douglas Fir and White Fir. Over 
a period of years, we have devel- 
oped through our sales representa- 
tives an outlet in most of the major 
consuming areas of the United 
States as our reasonably large out- 
put and mixed species requires a 
large distributing field. We look 
for a reasonable demand for our 
products for the coming year at a 
reasonable cost to the consumer 
providing our present manufactur- 
ing and distributing costs are not 
increased by inflationary demands 
over which we have no control. 


WOODWORK 

COMPANY, R. D. 
Scamehorn, general manager: 
Doors, windows, cabinets, stair- 
wood and other Morgan specialty 
items such as entrances, frames, 
mantels, etc., were manufactured 
and distributed in substantial quan- 
tities in 1947. We have not been 
able to procure sufficient Ponderosa 
Pine to operate at full capacity and 
the prospects for the first quarter 
of this year do not indicate an im- 
provement over the present rate of 
production. Nevertheless, we have 
definite plans for enlarged and im- 
proved production as soon as ade- 
quate lumber supply is available 
and we sincerely hope our industry 
will have raw material relief in 
the last half of 1948. The demand 
for millwork has so greatly ex- 
ceeded supply that wholesale dis- 
tributors and retail lumber deal- 
ers have not been able to rebuild 
their normal stocks. Frankly, we 
don’t see how they will be able to 
maintain a normal inventory in 
1948, but given an adequate sup- 
ply of shop lumber, we will be able 
to make appreciable headway. 

SHINGLES 

CREO-DIPT CO., Inec.: The 
availability and production capacity 
for Creo-Dipt double wall zephrys 
and other Creo-Dipt stained shin- 
gles has been greatly increased for 
1948, so that we will be able to take 
care of our distributors in much 
better fashion than we have for 
the past several years. This is 
partially due to increased facilities 
at our Canadian operation. Along 
with improved production and 
availability, Creo-Dipt merchandis- 
ing will feature the Double-wall 
Zephyrs with the Zephyr Insula- 
tion Backing Board, which is stead- 
ily growing in popularity. 


MORGAN 
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“$0 YOU’VE SOLVED 
ALL YOUR 
CASEMENT 
WINDOW 

PROBLEMS, EH?” 


“YES SIR!..MY SALES AND 
PROFITS HAVE ZOOMED 
WITH THE NEW 
IMMEDIATELY AVAILABLE 
STEELCRAFT CASEMENTS!” 














Watch Your Window Problems Disappear! 


STEELCRAFT CASEMENTS MEAN 
MORE SALES, MORE PROFITS! 


FASTER TURNOVER, LESS CASH TIE-UP, 
MORE PROFITS PER UNIT WITH NEW 
STEELCRAFT CASEMENTS... 
OBTAINABLE RIGHT NOW! 














Yes... you'll see your casement troubles vanish as sales and 

profits climb with the new STEELCRAFT Casement Windows! OUR COMPLETELY NEW, MODERN 
Available RIGHT NOW ... straight from our completely new, MANUFACTURING PLANT GIVES YOU FAST 
modern manufacturing plant... lighter, stronger (by actual 


ASSEMBLY-LINE PRODUCTION, CUTS DELAY! 
laboratory tests*) steel casements—the result of remarkable new 


production methods that bring streamlined automotive assem- 


bly-line procedure into casement manufacturing. STEELCRAFT You Get these Big 

casements are precision-machined for faultless fit, aluminum S i 2k 

electropainted by a patented process that makes casements tee Casement Benefits! 

easy to finish, reaches every exposed surface, lasts longer, has 1 FasterTurnover (atLessinvest : 

real eye appeal! STEELCRAFT gives you exceptional advan- 2 ( amen 
tages of engineered construction and durability Greater Profits Per Sale! 


plus the opportunity for rapid turnover at a 3 Lighter, Yet Stronger Casements... 

reduced outlay! This means far bigger sales and by Actual Laboratory Tests! 

profits for you, complete satisfaction for con- 6 El 

tractor and home owner! * Available on request ectropainting . . . for More Pro- 
tection, Longer Lasting Finish! 


5 Machined Parts for Perfect Fit! 


6 \Immediate Delivery ... Your Order 
Shipped Without Delay! 


Send for Complete Descriptive Literature. 






LIGHTER, YET STRONGER 


... pound for pound! Sensationally new manufac- 
turing methods give STEELCRAFT Casements more 
strength at less weight, more pound-for-pound con- 
struction advantages than any other casements! 





r &: 
*6.u.5, pat. 





MAIL THIS COUPON TODAY! 


STEELCRAFT 


I STEELCRAFT MFG. CO. 
| ] 9029 Blue Ash Rd. 
Rossmoyne (Cincinnati), Ohio 
Please send me, without obligation, complete 


descriptive literature on STEELCRAFT Casement 
Windows. 
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RED CEDAR ANNUAL 


Officers re-elected at session 
held in Seattle, Washington 


CHARLES PLANT, Vancouver, 
B. C., president of the Red Cedar 
Shingle Bureau, was re-elected to 
head the organization at the 3lst 
annual meeting held at the New 
Washington Hotel, Seattle, Dec. 10. 

Other officers, all re-elected, 
were: Jess Schwarz, Kelso, Wash., 
vice president; W. W. Woodbridge, 
Seattle, secretary, and Virgil G. 
Peterson, Seattle, treasurer. 

New directors are: R. H. Far- 
rington, Super Shingle Co., Ever- 
ett, Wash., and David Wyman, 
Corbett Mill Co., Anacortes, Wash. 
They succeed William Hulbert and 
M. J. Willett, both of Everett. 

A highlight of the session was 
the recognition of three veterans 
of the industry, two of them broth- 
ers. Jerry Startup, Seattle, and 
George Startup, Startup, Wash., 
have each engaged in the manufac- 
turing and wholesaling of cedar 
shingles in the state of Washington 
for about 50 years each, while A. I. 
Michell, Philadelphia, has been a 
distributor for many years. 





Sales Continue High 


RETAIL sales by lumber-buila- 
ing materials dealers continued 
upward in October, according to 
the latest monthly report by the 
Department of Commerce. 

In the adjoining column is a 
chart showing a breakdown of 
sales by lumber-building mate- 
rials dealers in the major cities 
throughout the country. 

Only one city showed a loss 
in October compared with Sep- 
tember; Portland, Oreg. reported 
a drop of four percent. Gains up 
to 100 percent were reported for 
October, 1947 compared with the 
same month a year ago. 














1-E PROGRESS 


Two homes near completion 
at University of Illinois 


THE first two Industry-Engi- 
neered home at the University of 
Illinois are nearing completion. 
Four others have been started. 

Three masonry homes and three 
of frame construction are being 
built in connection with a study in 
time-saving methods of handling 
materials on the job and assem- 
bling materials into finished homes. 

The project, which was developed 
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own home Is 
KIMSUL- insulated — 


results prove excellent 


i ikki Eastman’s 
York Designer Ni 
“FUTURA” — New gon 
re blend of beauty and comfort 
pe 


Bochkor was the architect. 


; aucuL* insulation 
Praise for KIMSt L 
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‘round comfort it gives- Ay \ 


sells it. He, 
look to the dealer who sells 1 
: KIMSUL 


too, realizes how well 





EASTMAN ASSOCIATES 
Designers 


Neenah. Wisconsin 


Gentlemen: 


"Futura", 


house. 


The results are amazing. 
on the coldest days. 


is comfortably cool. 


to all our clients. 











works for him. It’s a strong ned 
yetitor, a fast mover and a and 
: selle ' A true over-the-counte! 
able seller. / | papeurnea 
packaged insulation, its 1} = 
handle. (The KIMSUL blanket - | 
reduced to 1/5th installed lengt 
to save shipment costs and sues 
space.) And only KIMSUL sed ' : | 
pYROGARDT fire-resistant cove! 


- for dealers. 
build more sales for de al 


DISER 
BUILDING PRODUCTS MERCHAN 


$35 FIFTH avenue 


Kimberly-Clark Corporation 


. NEW YORK 17,4. 


MURRAY Hitt 2.4355 


July 2nd 
1947 


It occurred to me that you will be gratified to learn of the 
excellent results I have achieved insulating my home, 

at "Greyrock Park on Sound", Port Chester. NY. 
with Kimsul Insulating Blankets 


Bochkor, specified the use of Kimsul throughout the entire 


My architect, Mr Stephen 


During the winter months, even 


it required only a minimum of heat 
to keep the entire house comfortably warm. 


I now find that Kimsul is serving me just as well during the 


summer months: even on the hottest days my home throughout 


I want to mention, too, that your dealer in Stamford was most 
cooperative in every respect 


Both my architect and I will 


be pleased to specify the use of Kimsul Insulation blankets 


Wishing you continued success, I am 


Cordially Yours, 
Nikki ‘Eastman 
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As members © € roducet 7 cil, Inc., 
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weare coop: 


i " 
Engin ecred Housing Program 


the National 


KIMBERLY-CLARK CORPORATION 


| 
KIMSUL DIVISION °® NEENAH, W 


*T.M. Reg. U.S. & Can. Pat. Off. 
{Trademark 
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Craig Mountain Lumber Co. 
Winchester, Idaho 


Ponderosa Pine, Fir and Larch 





Winchester Box Company 
Winchester, Idaho 
Cut Stock and Special ltems 



















































DISTRIBUTORS IN PRINCIPAL CITIES 
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jointly by the Producers’ Council 
and the National Retail Lumber 
Dealers Association, is made possi- 
ble by a grant from the Office of 
Technical Services of the U. S. De- 
partment of Commerce. 

When construction is completed, 
the results of the studies will be 
made available to the industry and 
the public. 


CONVENTION SCHEDULE 


Jan. 12-14—Northwestern Lum- 
bermen’s Association, Minneapolis, 
Auditorium, exhibits. 

Jan. 13-15—Kentucky Retail 
Lumber Dealers Association, Louis- 
ville, Brown Hotel, exhibits. 

Jan. 20-22—Ohio Association of 
Retail Lumber Dealers, Cleveland, 
Auditorium, exhibits. 

Jan. 26-28—Northeastern Retail 
Lumbermens Association, New 
York, Hotel Pennsylvania, exhibits. 

Jan. 28-30—Tennessee Lumber, 
Millwork & Supply Dealers Associ- 
ation, Nashville, Hermitage Hotel, 
no exhibits. 

Jan. 28-30—Southwestern Lum- 
bermen’s Association, Kansas City, 
Auditorium, exhibits. 

Jan. 29-30—Indiana Hardwood 
Lumbermen’s Association, Hotel 
Severin, Indianapolis. 

Feb. 3-5—Michigan Retail] Lum- 
ber Dealers Association, Grand 
Rapids, Pantlind Hotel, exhibits. 

Feb. 4-5—Lumber Dealers Asso- 
ciation of Western Penna., Pitts- 
burgh, William Penn Hotel, ex- 
hibits. 

Feb. 4-6—Middle Atlantic Lum- 
bermens Association, Atlantic City, 
Claridge Hotel, no exhibits. 

Feb. 9-10—Tenn. Lbr., Millwork 
& Supply Dealers, Knoxville, An- 
drew Johnson Hotel, exhibits. 

Feb. 10-12—Illinois Lumber & 
Material Dealers Assn., Chicago, 
Sherman, exhibits. 

Feb. 11-13—Mountain States 
Lumber Dealers Assn., Denver, 
Shirley-Savoy, exhibits. 

Feb. 11-13—Carolina Lumber & 
Building Supply Assn., Charleston, 
S. C., Francis Marion Hotel, ex- 
hibits. 

Feb. 13-14—West Virginia Lum- 
ber Supply Dealers Assn., Charles- 
ton, W. Va., Daniel Boone Hotel, 
no exhibits. 
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Feb. 16-18—Western Retail 
Lumbermens Association, Spokane, 
Hotel Davenport, exhibits. 
Feb. 17-19—Wisconsin Retail . 
Lumbermen’s Association, Milwau- 
cil kee, Auditorium, exhibits. 
=f Feb. 19-20—Virginia Building 
of Materials Association, Roanoke, 
‘a Hotel Roanoke, no exhibits. 

Feb. 23-24—Nebraska Lumber 
. Merchants Association, Omaha, 

‘4 City Auditorium, exhibits. 
n¢ 

Feb. 25-—Northern Indiana and 

Southern Michigan Retail Lumber 
Dealers Association, South Bend, 
Oliver Hotel, no exhibits. 
m- Mar. 2-8—North Dakota Retail 
lis, Lumbermens Association, Fargo, 
location not yet announced, exhib- 
il its. 
wail Mar. 4-6—Intermountain Lum- 
f ber Dealers Assn., Salt Lake City, 
. Utah, exhibits. 
nd, 

Mar. 8-10—Independent Retail Farmers have dpnfidence in Red Brand fence 
rail Lumber Dealers Assn., Minneapolis, , 
2w Radisson Hotel, exhibits. confidence built \through years of honest merchan- 
= — dising and steady advertising. They Jook for Red 
er, =i . 

\ci- Builders’ Supply Assn., Indianap- Brand .. . ask for % by name. 
tel, olis, Murat Temple, exhibits. 

Mar. 11-12—Mississippi Retail When you display \and advertise Red Brand fence, 
oa Lumber Dealers Assn., Biloxi, you add confidence \to your store. Yes, Red Brand 
ity, Buena Vista Hotel, exhibits. . ) 

fence actually attract§ more good customers. . . pros- 

ood Mar. 15-17—Ontario Retail Lum- h 
-e] ber Dealers Assn., Toronto, Royal perous farmers who aie top prospects for your other 

York Hotel, exhibits. 5 products as well. 
ne Mar. 17-19—Iowa Retail Lum- 
bs bermen’s Assn., Des Moines, Coli- KEYSTONE STEEL & WIRE CO., PEORIA 7, ILLINOIS 

° seum-Savoy Hotel, exhibits. \ 

3S0- 
tts- Mar. 17-18—Louisiana Building 
ex- Material Dealers Association, New 

Orleans, Jung Hotel, exhibits. 
um- Mar. 23-25—Florida Lumber & 
ity, Millwork Association, Jacksonville, 

George Washington Hotel, exhibits. 
°*k 
he Mar. 24-25—South Dakota Retail 

| Lumbermens Association, Sioux 

Falls. 
' & 
Ago, April 18-21—Lumbermen’s Asso- 

ciation of Texas, Galveston, Munic- 
ates ipal Pier, exhibits. 
— April 1-2—New Jersey Lumber- 
-& ‘ mens Association, Atlantic City, 
in Hotel Traymore, no exhibits. 
ex- | April 15-16—Southern California 

Retail Lumber Association, Los 
um- Angeles, Biltmore Hotel, exhibits. 
rles- June 1-2— National American 
otel, ' Hardwood Association, Edgewater 

4 Beach Hotel, Chicago. 

No i 
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AVAILABLE NOW erom your 





INTERNATIONAL DEALER OR BRANCH 


INTERNATIONAL Factory-Rebuilt 
EXCHANGE CLUTCHES 


Same International Warranty as for New Clutches 


Here's your chance to immediately replace worn, 
slipping clutches — quickly, easily -—and save one- 
third the cost of new clutches. 

Right now your International Dealer or Branch 
has International Factory- Rebuilt Clutches for all 
models of International Trucks. 

These clutches are ready for immediate installa- 
tion. You lose no time waiting for old clutches to 
be overhauled. 

You get International Clutches that give the same 
service as new clutches — that carry the same Inter- 
national warranty. 

And the cost to you is two-thirds or less. 


Tune in James Melton on “Harvest of Stars!” 
NBC Sundays. 


Act now! Avoid lay-ups and delays! Get better 
truck performance! Have your International Dealer 
or Branch install International Factory-Rebuilt 
Clutches now. 


Other International Exchange Units 


Your International Dealer or Branch has many other 
International Truck Exchange Units. Same quick 
installation as clutches. Same new unit service at a 
substantial saving. Get details, sure. 


Motor Truck Division 
INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue Chicago 1, Illinois 


INTERNATIONAL Trucks 
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WASAINGUON ¢ 


FEDERAL ESTIMATES of new residence construc- 


tion for 1948 have been shortened a little, but they're 
still high enough to make it a banner year. Usual 
guess now is that the market will take about 850,000 
units or a few less. Housing “need” for the U. S. is 
still set at 1,500,000 units a year for some years to 
come. But need and capacity to build and buy are 
horses of different colors. 


SHORTAGES OF MATERIALS, caused by the un- 


expectedly large number of starts last fall, continue 
with us. Nails, for example. That, of course, is gray 
market stuff. It’s not certain if these markets are or 
are not violations of existing law. But operators are 
not smart if they think nothing can be done about 
their performances. It's possible to make laws in a 
hurry; Congress is under heavy pressure to do just 
that. 


HOUSE CONSTRUCTION is approaching the 


present limit of materials and of skilled labor. Also, 
reports come in that a good many who need new 
houses can't put up the required down payments 
at current prices. It’s for these reasons, rather 
than because they fear a possible recession, that 
Federal analyists are reducing their estimates for 
‘48 by a small amount. 


CONGRESSIONAL COMMITTEE working on the 


report may recommend a guaranty of but 80 per- 
cent of loans for single-unit dwellings, instead of the 
current 90 percent. An exception is probable in 
favor of ex-Gl’s; also the 90 percent guaranty may 
be continued for multiple-unit rental projects. 


ECONOMIC CONTROL BILL passed by Congress 


just before adjournment—including continued ex- 
port and transportation controls and permitted 
seeking of voluntary agreements within industries 
to restrain prices—is a mark of official caution and 
uncertainty. Maybe some political medicine; maybe 
a ‘kidding match” about controls, as one prominent 
analyst puts it; but, also, a real fear of jostling a 
top-heavy economy. 


INFLATION, sure enough continues to be talked 


up. The Bureau of Labor Statistics makes an esti- 
mate that the cost of living for a typical family in 
the national capital has advanced by 19 percent in 
20 months. This report indicates that costs are 
higher in Washington than in any other major city. 
Seattle is second, and New York is third. 


DANGER OF A RECESSION is very real, say busi- 























ness men and fiscal experts. An upward spiral can 
always be stopped by a firm restriction of credit; 
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but a couple of times when this has been done the 
horse up and died before he got used to eating the 
sawdust. So credit control at the commercial bank 
level will be tried but cautiously, if at all. 


COMPULSORY allocation of materials isn’t prob- 





able unless voluntary efforts written into the special 
legislation break down completely. Little or no pros- 
pect for a roll-back of prices, of rationing at the 
customer level, or of retail price controls. Sure 
enough, if the voluntary measures don’t work, Con- 
gress will be willing to listen to further and dif- 
ferent recommendations. 


TWO FACTORS may tear the boom in ‘48. Better 


have an eye on them. The first, of course, is the top- 
heavy fix of the national economy, threatened by 
another general rise in industrial wages next spring. 
There's always an end to this kind of thing. The 
second is the state of the world’s farm crops and 
probable production. Good crops could start the 
downward price adjustment. So better watch the 
state of commodity prices next March and April; 
that could be the warning signal. 


VOLUNTARY AGREEMENTS had better work; 


and they have about ten weeks in which to do their 
stuff. If there's honest agreement, especially among 
commercial bankers and the Federal Reserve, 
there's a good chance of slowing inflation without 
tearing the country’s economic pants. If there's 
honest understanding between the two major 
parties, putting national welfare first, there’s a good 
chance that campaign do-daddles will not tear 
down the national house of business. 


CURRENT HIGH-LEVEL of business will carry 


through June. In all probability you'll be able to 
detect changes, for good or for ill, several months 
before any actual turn comes. At the moment, 
housing construction prices are high and going 
higher. While it's smart to watch these construction 
cost trends, they're not as good for warning pur- 
poses as are commodity prices, crop reports and 
the trend of industrial wages. Housing costs are 
likely to go up until they slide, but hard, carrying 
all other markets down with them. 

BETTER SUPPLY of building materials can be ex- 


pected next month due chiefly to the winter decline 
in construction. Those who claim to know warn us 
that shortages will be going like a peanut wagon 
whistle, come spring. Worst shortages just now are 
nails, building hardware, plumbing supplies, soil 
pipe and some items of millwork. Also some items 
in plywood and gypsum products. 
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*OBOKEN WHITE LEAD & COLOR wors 
NS HOBOKEN, N F 
ee 
Sell the best — and you'll have the best 
customers. 


Sell... HOBOKEN PAINTS 


The purest white always matches perfectly. 


The purest white makes the truest mixed 
colors. 


The purest white stays white longer. 


Hoboken paints are compounded with the 
skill developed during 70 years of paint 
making. 


Each type paint is designed to give the best 
results for a specific job. And all of Hoboken’s 
carefully chosen modern colors are available 


HOBOKEN 


WHITE LEAD & COLOR WORKS, INC. 


Cc 
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HOW TO PREVENT ANOTHER SEVERE DEPRESSION 


Il. OUR ECONOMY TODAY 


PUBLISHER’S NOTE: in some quarters today we hear that it 
is poor psychology to talk about the possibility of another 
business depression. AL&BPM believes just the opposite is 
true. Constructive discussion cnd analysis focuses thoughtful 
consideration on the problem and can result in action that will 
fortify the health of America’s economy. For that reason, 
Editor Arthur A. Hood has prepared a series of four editorials 
on the general subject ‘How to Prevent Another Severe De- 
pression.” The first, “Our Economy Today,” is presented below. 
Succeeding editorials in forthcoming issues will discuss “The 
Diagnosis,” “The Prescription” and ‘Getting the Patient to Take 
the Medicine.” Your comments will be appreciated. 


Our No. 1 economic problem today: How can we 
prevent another severe depression? 

Much more is at stake than just the economic wel- 
fare of lumber and building products merchants. 
Russia is counting on the bottom dropping out of 
American business. There is the possibility that we 
can avoid socialization of our economy only by pre- 
venting another severe depression. 

The problem has taken different form in the past 
few months. During the war we heard such questions 
as these: 

Is there a big enough market in peace time to 
absorb the enormous production capacity created by 
the war? Can we mass distribute as well as mass 
produce? 

Today we see by actual example that mass dis- 
tribution of mass production can occur when there 
is sufficient desire for the products, adequate buying 
power and wide-spread willingness to buy. 

Three fundamentals are being demonstrated: First, 
human nature has an inborn desire for better living 
standards. Creative selling awakens this desire. Sec- 
ond, buying power arises from remunerative and 
productive employment. And, third, the willingness 
to buy is based on a confidence that remunerative 
employment will continue. 


In terms of these three organic functions, our in- 
ternal economy at the moment is demonstrably eff- 
cient, healthy and robust. 

Yet, the historic spectre of depression tempers 
our satisfaction with its shadow of inevitability. 

These are the condtions today: 

We have optimum employment. 

We have more of everything than any nation on 
earth. 

There is now and always is enough money to buy 
the output of optimum employment if it is priced at 
a reasonable profit. 

And yet the real purchasing power of nearly all of 
us is contracting. 
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Inflation is a reality. 

The value of our money is declining steadily. 
Inventories are accumulating dangerously. 
Credit is expanding enormously. 


We find that more incomes and wages don’t pro- 
vide more buying power. 

There are categorical differences ‘between capital, 
management and labor. 

There is a similarity of aims and goals, but a 
disunity as to ways and means. 

Many groups are seeking to feather their own nests 
and handicap others. 

Disputation and confusion is rampant. 

Our cultural and economic growth is temporarily 
stymied. 

Our situation today differs in one important respect 
from any historic precedent. Our problem is not to 
provide employment; rather, it is to sustain employ- 
ment and prevent disemployment. We do not have to 
start our machines. We must keep them from grind- 
ing to a stop. 

By anticipating depression, our medicinal strategy 
becomes preventative rather than curative. 

History tells us that like the boy whose eyes were 
bigger than his stomach our economic digestive 
tract will sooner or later have a stomach ache—but, 
that the discomfort need not grow into a surgical 
case. Some depressions have been comparatively 


mild. 


Major causes of depression include accumulating 
unsold inventories, unspent and uninvested cash 
balances, unwieldy debt structures, uneconomic 
pricing and growing fear psychology. The last is the 
cramp that tells of trouble to come. 

A dosage is needed that will restore healthy eco- 
nomic digestion without putting the patient to bed. 

The diagnosis must be accurate, the prescription 
specific, its compounding exact and, most important, 
the patient (all of us with incomes) must be made 
to take it! 


EDITOR. 
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F SHIELDS 


CLEANLINESS is a watchword of the Shields organization. 











MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building product re 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fee- 
tured in the series, but @ sufficiently large number of 
them meet the exacting ~~ ‘joe so that it wil take 
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It marks the smart-looking exterior of the 
store. There is a 500-foot free parking area available for customers. 


Planned Performance 


Master Merchant Daniel F. Shields has developed a strong 
organization by following a success platform of his own. 


ONVERSION OF AN ordinary 
country lumber yard to one of 
the finest retail establishments in 
the state of Delaware is the one- 
sentence history of the Shields 
Lumber & Coal company under the 
management of Daniel F. Shields 
Jr., president. 

A step-by-step modernization of 
his physical plant according to 
fixed plans for the purpose of build- 
ing store traffic, make Mr. Shields 
a Master Merchant of the Light 
Construction Industry. 

Mr. Shields has definite ideas of 
his own on the subject of merchan- 
dising and the successful operation 
of a retail lumber yard. These 
ideas contain many good hints for 
old timers as well as newcomers in 
the industry and they are set down 
for reference in another part of 
this article. 


Located three miles from the cen- 
ter of Wilmington on Route 52 in 
the town of Greenville, Shields 
Lumber & Coal company easily at- 
tracts the attention of passing mo- 
torists. The modern plant built in 
1940 is smart-appearing from the 
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MILESTONES 
1929—Shields Lumber & Coal 


company was founded. 


1930—Started job of stream- 
lining lumber yard. 


1936—Built large, modern 
warehouse; installed 
modern, fire protection 
system. 


1940—Built modern store and 
office building. 











outside and neat and clean on the 
inside. 
CLEANLINESS IMPORTANT 

“CLEANLINESS,” says Mr. 
Shields, “has always played a ma- 
jor part in the success of the busi- 
ness. We say this without qualifi- 
cation. Before taking over the busi- 
ness in 1929, very few women ever 
visited the lumber yard since very 
little attention was given to pleas- 
ing this type of clientele. The of- 
fice and lumber sheds and yard were 
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never kept tidy and there were no 
displays whatever. 

“Today, our yard is second to 
none for cleanliness. Several 
clean-up men do nothing from 
spring until fall but cut, trim and 
clean up grass and weeds. As much 
attention is given to our lumber 
yard as is given to the office build- 
ing and store. We know this pays 
rich dividends. Today our office 
store and lumber yard is host each 
day to a large number of women. 
We do everything possible to keep 
things clean and neat and we want 
the public to know this is being 
done for their benefit.” 

The guiding policy of the com- 
pany, according to Mr. Shields, has 
been to reinvest any profits back 
into the business, thereby expand- 
ing inventories, buildings, real es- 
tate, etc., in such a manner that it 
is possible to handle efficiently any 
and all orders received from general 
contractors, industrial plants, con- 
sumers and farmers in the vicinity 
of Wilmington. 

The store carries a complete line 
of hardware, lumber, building ma- 
terials and paints. Today the bulk 
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ATTRACTIVE displays in cabinets along the wall plus the over-the- EVERYTHING in its place could be the motto of the Shields’ organiza- 
counter items on the main floor are attracting increasing numbers of tion. Rear of the store has paint storage shelves and bolt cases. 
women customers. 





Compact -- Complete 
Storage Facilities 


INTERIOR of the main lumber shed, right, is notable for the 
orderly stacking of the various items. 





10 
’ MILLWORK, roofing and plywood, below, are kept on a 


separate floor. 
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BASEMENT, below right, provides storage for garden supplies, 
ladders and miscellaneous equipment. 
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SHIELDS LUMBER & COAL CO. 








BASEMENT of the warehouse is used as a garage for the company’s fleet of trucks and cars. 
The company has its own truck maintenance department and does its own minor repair work. 


























FRONT view of the lumber shed. The company makes the most of its property for advertising 
possibilities. 


of the company’s business is cen- 
tered around the industrial plants 
in Wilmington and vicinity. In 
normal times the highest propor- 
tion of the company’s business is in 
furnishing new homes. 

Location of the store in a highly 
residential section which includes 
many large estates has placed it in 
an excellent position to furnish 
homes within its area. The com- 
pany has supplied materials for a 
majority.of these homes. 

SALES BREAKDOWN 

A BREAKDOWN of the com- 
pany’s current sales follows: 

Industrial and commercial firms, 
60 percent. 

Contractors and builders, 25 per- 
cent. 

Urban consumers, 15 percent. 

Mr. Shields will observe his 20th 
anniversary as president and treas- 
urer of the organization next year. 
He began his career with the Green 
& McIntyre Lumber company, 
which he took over in 1929. The 
entire physical equipment was in 
bad shape. 

The first major job on its own 
premises was the construction of a 
new warehouse for building mate- 
rials, roofing, etc. This was built 
in 1936. It consists of a large 
basement used as a garage for 10 
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trucks and one. station wagon. 
Present delivery equipment con- 


sists of three two-ton stake body 
trucks; one five-ton stake body 
trucks; one three-ton dump truck; 
four five-ton dump trucks and one 
station wagon. The yard equip- 
ment consists of one gas loader and 
one gas rip saw. 


. s tite Mes 


SALES office is paneled in 27 separate varieties of wood. They show nearly every type of 
paneling used in home and office decoration. 
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Shields maintains its own truck 
maintenance department and han- 
dles most of its own minor jobs. 
The equipment for these jobs con- 
sists of an oil pit, air compressor, 
jenny machine for cleaning grease 
and tar from motors, ete. 

The second floor of the warehouse 
is used for storing hard materials, 
insulation board, metal lath, etc. 
The third floor is used for storing 
millwork, roofing and plywood. 


MATERIALS DEMONSTRATED 

THE new store and office build- 
ing was constructed adjoining the 
warehouse in 1940. Materials sold 
by the Shields concern were in- 
corporated into the building, so 
architects, builders and home plan- 
ners may visit the place and see 
many types of materials in actual 
use. 

The sales office, for example, is 
paneled in 27 separate varieties of 
wood. These panels, cut from logs 
and untreated except for a coating 
of clear wax to preserve them, show 
nearly every type of paneling which 
is used in home and office decora- 
tion. 

Floors throughout the building 
are of various materials and design. 
The company used its own mate- 
rials and equipment in furnishing 
the washrooms. 

Mr. Shields office is finished in 
American walnut plywood panels 
with 13/16x21 inches clear white 
oak flooring. The store has two 
floors, one 13 /16x214 inches clear 
maple and 25/32x2°< inch LLYP 
heart rift flooring. 

A sample rack built into the wall 
of the store represents 19 different 
manufacturers with their respec- 
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. templated by the company is the 
4 building of a wood working plant. 
‘. PREREQUISITES FOR A SUCCESSFUL OPERATION PERSONNEL of the Shields or. 
af What would your advice be to anyone considering entering the re- ganization has almost doubled since 
the tail lumber and building materials field today? Here is Mr. Shield's 1929. It now consists of 31 em- 
” reply to that question, ployes. This force includes four 
- 1. Line up with some good manufacturers and wholesalers to be sure in the sales department, three in 
is of a normal amount of good salable materials. Stay away from the “cats the bookkeeping department, three 
ay and dogs" that are being offered today by every Tom, Dick and Harry. in the store; — drivers, two yard 
ng 2. Location is important. Try to locate near a railroad and harbor aa 11 helpers and a pimseay an 
if possible. e majority of the employes have 
; E : . been with the concern for a num- 
3. Don't try to stock every item a customer asks for. Simplify your ber of years. In fact 30 percent 
d- inventory, thereby assuring yourself of a quicker turnover. have been with the organization for 
he 4. Buy quality wherever possible. 15 years or more and 25 percent 
id 5. Don't try to undersell your competitor, but arrange a working for 10 years or more. 
in- agreement with him whereby both can sell his products at a respectable One reason for the long length of 
So profit. service by employes is the better- 
in- 6. Join as many lumber and building material associations as you than-average rate of pay which 
ee feel is necessary to the successful operation of your business. Mr. Shields feels has been an im- 
ial 7. Employ at least one experienced lumber and building materials portant factor in building and hold- 
; man, preferably one versed in both office and yard work. ing good personnel. ; 
is ‘ , Mr. Shields has two main hob- 
of 8. Keep a clean establishment and put any excess profits back into bies—baseball and hunting. He is 
ers the business. also active in civic activities in the 
ng vicinity of Wilmington. 
ow 
-_ tive names inscribed on the face of 
_ the panel and samples of their prod- 
ucts in the rack. The company has 
seg found that this rack saves time on 
tty the part of office and yard men and 
ite- eliminates spending a lot of time 
=e with the customer in the yard. 
; If a customer should come into 
rf the office and ask to see a sample me 
“ : of *4x10 western red cedar bevel — 
vi siding, he opens the door showing - — 
va siding products; should he want to = 
YP see a sample of molding, he opens pai sci 
| the door showing standard molding eo = 
vall samples. = = 
‘ent LUMBER OFF THE GROUND ay wel 
eC- IN 1930 the company began the = ma: 


huge job of rearranging the lumber 
piles. All lumber is now piled on 
sloping steel and concrete piers. 
Thus the lumber is kept off the 
ground and kept free from fungus 
growths and dirt. Sloping plat- 
forms permit the water to drain off 
quickly. 

Fire doors connect the warehouse 
with the company’s garage. Mate- — 
rials can be loaded on trucks and 
shipped out—covered with tar- 
paulins—in all kinds of weather 
without danger of weather damage. 
In 1936, the company damned a 
stream which runs through its prop- 
erty and installed a modern and 
up-to-date fire protection system. 

All incoming materials for the 
) store are unloaded in the basement 
> and unpacked there and stored or 
taken upstairs. This provision 
leaves the front door and the 500- 
foot paved parking area free for 
customers at all times. 

One of the next projects con- 





VIEW of the first floor warehouse showing storage of building boards and asphalt shingles. 





LUMBER storage in the yard has been rearranged so that all lumber is piled on sloping steel 
and concrete piers to allow ample drainage. 


.N & §@  Buitpinc Propucts MERCHANDISER 27 











Introducing “/wo Yew Series 


HOW TO ESTIMATE AND SUPERVISE 





ESTIMATING and construction 
supervision both form a basic part 
of a problem common to practically 
all lumber and building products 
merchants: How to arrive at a fair 
selling price for a delivered pack- 
age. 

This package, in terms of home 
construction, may consist of either 
of the following: 


1. a new home—built for sale or 
for owner occupancy. The plan and 
specification can originate with 
either the dealer (if he has an 
established plan service), the cus- 
tomer who may obtain them from 
any one of many sources, or a local 
architect engaged to serve the cus- 
tomer. 


2. an improvement to an evxist- 
ing home—including many vari- 
ables. For example, exterior im- 
provements or additions, interior 
treatments or additions, conversion 
to multi-family dwellings and waste 
utilization. 

Accurate drawings and_ plans 
should be provided in each instance. 

Estimating problems on new 
homes can be anticipated quite 
easily. Adjustments to local cus- 
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By GUS MEISSNER 


Technical Consultant 


toms, materials and any other spec- 
ification requirements are reason- 
ably simple to make before the 
package price is given to the cus- 
tomer. 

Where improvements to existing 
homes are involved, the complex- 
ity of the problem depends upon 
the scope of the work. It may be 
quite simple as in the case of a new 
roof, installation of exterior siding 
or the addition of a complete unit 
such as an added wing, porch, sun 
parlor or an attic or basement. In 
these instances, new materials are 
used throughout and they connect 
to the existing structure without 
matching. 

Other home improvements like 
new kitchens, bathrooms, floors, 
windows and arched openings are 
infinitely more complicated. They 
require careful study and probing 
to locate existing concealed wiring, 
piping and ducts — particularly 
where’ existing openings are 
changed or new openings are con- 
templated or the location of new 
sinks or bathroom fixtures are in- 
volved. 

Of all factors involved in home 
building, the lumber and building 














products merchant is the main 
spring of the local light construc- 
tion industry. The retail dealer 
has a display of materials, an in- 
ventory, trucks to deliver, a credit 
organization or affiliation so that 
he can act as a banker, and an 
established reputation for depend- 
ability. The dealer is the only 
logical place where the customer 
‘an place his order with confidence 
in the end result. 

However, the retail dealer in 
the majority of cases does not actu- 
ally build new homes nor does he 
engage in home improvements. He 
is primarily interested in the sale 
of quality materials—in delivering 
them and acting in the capacity of 


advisor to the home owner cus- 
tomer. 
Local “satellites,” or associated 


contractors, provide a constant vol- 
ume of business to the dealer. He 
must shape his entry into the 
package selling field with the con- 
viction that friendly relations must 
be maintained with his contractor 
customers because, while an indi- 
vidual family may build one home, 
the contractor builds many. The 
dealer’s mass volume depends on 
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This first article in a parallel series emphasizes the use of unit 

prices developed by local contractors. Step-by-step in each 

1948 issue, AL&BPM’s Technical Consultant will tell how to 

handle dealer estimating in one series and dealer supervision 

of new house building and existing home improvements in 
another. 


the contractor’s good will. 

The dealer, as a general rule, is 
not accustomed to estimating pack- 
age items for several reasons: 

(a) Although he may price a 
lumber list given to him by a con- 
tractor, this is really not an esti- 
mate. It is a piece count which is 
priced at prevailing prices. 

(b) Likewise, his estimator may 
take off the mill work and set a 
price but, again, this is on a piece 
count basis. In other words, the 
average dealer’s concept of esti- 
mating has been to establish a quan- 
tity list, price it, sell it—with any 
extras or returns to be either added 
or credited to the customer’s ac- 
count, 


(c) The dealer does not, as a rule, 
gamble. Normally, he does not at- 
tempt to price labor. For these rea- 
sons, the only widely used plan of 
developing package prices has been 
through the contractor or through 
the specialists; such as roofing, 
siding, kitchen, and bathroom con- 
tracting organizations, or more re- 
cently through pre-fabricating com- 
panies who offer the completed 
package to the customer. 

(d) There are numerous other 
factors such as: 

electrical installation 

sheet metal work 

plumbing and heating 

masonry and plastering 

excavation—site clearance 
and grading 

painting and decorating 

The dealer may carry an inven- 
tory of material and equipment for 
any of these. 

(e) Consequently, the contractor 
is the only factor in the construc- 
tion industry accustomed to quot- 
ing and selling the package. 
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TWO METHODS 


The dealer who desires to engage 
in the package selling field has two 
alternatives : 

I. He must study labor and ma- 
terial pricing, employing one or 
several of the many excellent text 
books to arrive at quantities of 
material and hours of labor, or en- 
gage a skilled estimator. He can 
then develop a price after adjust- 
ment to local practices and hourly 
wage rates. He must then submit 
this price to his contractor cus- 
tomers and try to obtain their 
acceptance. This process is time 
consuming and expensive. Ordinar- 
ily, one sale out of three estimates 
is considered very good perform- 
ance (usually it’s about one out of 
four). 


II. If the dealer places the re- 
sponsibility of arriving at wnit 
package prices upon his satellite 
and other associated contractors, 
he then can easily analyze any plan, 





The Author 


THE editors of AlI&BPM se- 
lected Gus Meissner to write the 
two major series of educational 
articles covering package esti- 
mating and construction super- 
vision as related to the dealer 
for several reasons. 


First, he is an active and suc- 
cessful home builder, presently 
developing a_ sub-division’ in 
Arkansas. He faces. today’s 
problems in the light of the 
present and future—not_ the 
past. 


Second, his exceptional back- 
ground of practical on-the-job 
construction experience is sec- 
ond to none, He has served as 
a building mechanic and as a 
contractor. His technical educa- 
tion is exceptional. He helped 
develop packaged selling for 
many leading manufacturers and 
is a consultant in this field. 














add the pre-priced unit costs, and 
arrive at a complete package price. 
Because the units were developed 
by his contractors, this price will 
be accepted by them without ques- 
tion. In order to establish the 
authenticity of each contractor’s 
unit price, not one but several in 
each craft should be invited to 
join in submitting unit prices. The 
mean average should form a fair 
“measuring stick.” 


CONTRACTOR FUNCTIONS 


An analysis of contractor satel- 
lites and their function will be help- 
ful to the dealer. Normally, they 
possess neither display space nor 
engage salesmen. Few are equipped 
with adequate capital. Hence, they 
naturally rely on their dealer for 
leads and credit. Because of the ac- 
cepted competitive bid system, 
many contractors have sharpened 
their pencils and reduced their 
figures to a point where they found 
themselves in financial difficulties 
during the progress of the job, com- 
pelling them to chisel for extras or 
short cut the specifications. 

Some contractors will have to be 
approached on the basis that they 
will furnish both material and 
labor, for certain. necessary ma- 
terials and equipment may not be 
obtainable through the _ dealer. 
Their units will of necessity be 
different from those of the struc- 
tural contractors for, irrespective 
of the size of the dwelling, a soil 
or sewage line and stack through 
the roof is mandatory. Likewise, 
at least, one sink and one bathroom 
set are required for each job. Con- 
sequently, such units which must be 
made part of the dealer’s package 
price must be developed on a mini- 
mum installation basis, with addi- 
tional lavatories, toilets, showers, 
etc., as optional extras. 

This same condition applies to 
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electrical contractors; Le., a cer- 
tain minimum for any house and 
optional extras for selection to fit 


larger homes or the customer’s 
desires. All other contractors, such 
as excavating, grading, sheet metal, 
painting, etc., will of necessity re- 
quire the opportunity to study the 


site before submitting an estimate.’ 


Home Improvements: While unit 
prices per square of roofing or sid- 
ing can be set—as can a square 
foot price for porch enclosures and 
a unit price for wall or counter 
units or new sinks or bathroom fix- 
tures—there are certain elements 
which will require attention. For 
this reason, in addition to standard 
unit prices adequate to develop an 
approximate over-all price, there 
still remain the specific job make 
ready or preparation costs which 
can be determined only when and 
as the job is about to be sold. At 
that time the participating con- 
tractor should have the chance of 
making a personal inspection to de- 
termine the extent of required 
make ready work and add this 
amount to the unit price total. 


Provisions also must be included 
to provide for any required demoli- 
tion, removal of furniture, extra 
travel time, and the limitations of 
the work required by each craft 
with regard to the hauling of lad- 
ders, scaffolding, tarpaulins, mix- 
ing boxes, and other equipment. In 
the electrical, plumbing, and heat- 
ing field, the connection to existing 
circuits, water supply lines, drain- 
age and vent stacks, heating ducts 
or pipes are often quite difficult 
and complicated and definitely re- 
quire careful job study before the 
final price can be submitted. 


The Logical Solution: To arrive 
at a logical solution to the dealer’s 
package pricing problem, let us 
first briefly re-examine the points 
we have covered above by words or 
by implication: 


DEALER IS KING PIN 


First, the dealer has the display 
facilities, the sales promotional 
ability, the material stock inven- 
tories, the credit machinery, the 
confidence of the contractors, the 
acceptance of his integrity by his 
customers, and an established price 
list for his materials. 

Second, the contractor has the 
equipment to execute the job, the 
ability to estimate the number of 
hours of labor required to install 
any given material according to 
specification, quick access to the 
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sub-contractors in other crafts and 
is able to combine their services to 
complete the job, a labor and me- 
chanic organization based on local 
customs and protected with the 
necessary insurances needed to 
comply with legal requirements. 

Third, the customer wants a 
quality job delivered complete, in 
an efficient manner, at a _ pre-de- 
termined price and within certain 
time limits. The customer desires 
full protection as to the amount of 
cash down payment, total package 
price, legal fees, monthly payments, 
insurance, etc. He wants to center 
the entire responsibility for detail 
in the retail dealer. He wants to 
avoid any controversial discussions 
with the contractor, to be pro- 
tected from extras unless he au- 
thorizes them in writing, and to 
be sure that no claims, liens, ete. 
will crop up later. 

To engage in an easy, simplified 
package price system, which will 
have these six advantages, the 
dealer should: 


1. Be able to quote a new house 
price, exclusive of ground clearance 
and excavation, on any type of 
home. 


2. Be able to quote an approxi- 
mate over-all price on home im- 
provements subject to adjustment 
when final job check up is made 
(this figure should be about 90% 
of the total). 


3. Be able to enlist the friendly 
co-operation of present contractor 
customers to the extent that they 
will not question the selling prices 
for their services. 


4. Be able (by control of credit 
finance and supervision) to include 
regular stock items and brands and 
alter specifications to make any 
logical substitution possible. 


5. Become the local headquar- 
ters for the entire new home and 
structural home imporvement in- 
dustry and be able to keep satel- 
lite contractors constantly em- 
ployed at a fair price to serve his 
customers. 

6. Be able to engage in the con- 
struction of inventory homes in 
which the dealer retains title until 
the house is sold, thus keeping 
contractors profitably engaged on 
a continuing basis. 


To accomplish these desirable 
objectives, the dealer should let 
the contractors do his unit figur- 
ing and unit estimating for him. It 
is their business. They have the 
experience. They know ground 
conditions, labor rates, what their 


actual overhead is, and what profit 
they expect. 


If they develop unit prices for 
the dealer, they are not taking any 
chances of losing money. Neither 
is the dealer. 


They will not have to be sold on 
your estimated price for you are 
going to use theirs! 


How to put the plan into action: 


1. Invite the contractors by let- 
ter (sample copy shown below) to 
participate in your campaign to 
keep the industry under local con- 
trol. 


2. In the series, which will fol- 
low, we will prepare lists of unit 
prices which you should obtain 
from each craft contractor. These, 
owing to geographic locations, 
should be amended or deleted to 
suit the dealer’s local requirements 
and issued to at least three con- 
tractors by being re-typed on your 
stationery. In this way, you will 
have an opportunity to compare re- 
sults and strike an average—which, 
at a group meeting, you can sub- 
mit for acceptance. 





In order to help our many 
home owner prospects, we find 
it extremely desirable to be able 
to quote approximate completed 
prices for either the homes 
shown in our plan books (of 
which you either already have 
or can obtain without charge 
from us), or to appraise the cost 
of completion of their own plan. 

We are asking all of our con- 
tractor customers to join us in 
this effort with this understand- 
ing—that we will quote only ap- 
proximate prices at any time, 
subject to review by the contrac- 
tors before acceptance. 

This effort is directed to meet 
the demand for small homes in 
this community and to help you 
in off-setting the growing _in- 
roads of outside organizations. 

Will you kindly insert your 
current prices in the price 
charts enclosed in duplicate. 
Send one to us. Retain the other 
for your records. A _ self-ad- 
dressed envelope is enclosed for 
your convenience. 

If the joint objective is not 
clearly understood, pay us a 
Wisse COMO TOPs. on cece cdsccdaoes ) 
who will explain in detail what 
we are aiming at. 


With many thanks for your 
prompt co-operation, 


Cordially yours, 
Lumber Company 

(owner) 

(Pricing Charts attached) 











January 3, 1948, AMERICAN LUMBERMAN & 





H 


as s 
This 
owns 
need 


quen 
extri 
put 
sized 
tory 

















Buin 





eOoOoe aw Se oS |” 


- ae 


wwe = 
'.e fe 








For your customers who want an extra 
bathroom, but feel there is no place to 4 
put it, suggest the room described here. 


ERE IS A complete bathroom 
that can be built into a space 

as small as six feet by five feet! 
This is the answer to many a home- 
owner’s prayer where the family 
needs an extra bathroom. Fre- 
quently the cry is, “We need an 
extra bathroom, but where can we 
put it?” A bathroom with a full- 
sized tub and a conventional lava- 
tory often takes up more room than 


Putting Extra Bathrooms 


in Small Spaces a 
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the family can spare, but this one 
might even be conveniently fitted 
under a stairway. 

Many homes still have old-fash- 
ioned pantries. With the modern 


trend toward kitchen cabinets put- 
ting more pantries out of business 
every day, the pantry is an ideal 
spot to squeeze in a downstairs 
bathroom. Or a partition could be 
built at the end of one of the larger 




































































































































bedrooms, with a portion of the 

‘ appropriated space allocated to the 
extra bathroom and the remainder 
serving for that much-needed extra 
closet space. 


The secret of this pint-sized bath- 
room is a corner lavatory, good- 
looking and as roomy as a conven- 
tional single-wall lavatory, and a 
small, low bathtub. Overall dimen- 
sions of the tub are 42x31 inches. 
It is ideal as a shower receptor, and 
convenient for giving wee tots their 
daily baths, with Mother sitting be- 
side the tub. Adults can take a full- 
fledged sitting bath, either down in 
the tub, or sitting on the spacious 
corner seat. Foot bathing is no 
chore at all from the vantage point 
of this seat. 


The plan drawing shows how the 
room can be built into a 6x5-foot 
space... If you are really cramped 
for space—say you are making 
use of a wasted area under a stair- 
way —a room with the same fix- 
tures can be achieved in a space 
3144x614 feet, letting the 42-inch 
tub fit between two walls and plac- 
ing the corner lavatory in the cor- 
ner diagonally opposite from that 
shown in the photo. 


If you have a still smaller space 
available, you still can have a com- 
plete bathroom, using a shower 
stall in place of the tub. Complete 
shower enclosures and _ fittings, 
ready to be installed, are available 
in a number of different designs, 
and are made to supply roomy 
shower-bathing space over a floor 
area as small as 32x32 inches.: 


Pictures: Crane company, Chicago, IIl. 
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THIS major store front job involved six plates of glass 120x94 and four plates 96x94 in addition to several doors. 


Selling Complete Store Fronts 


Bader in Gary, Ind., a big retailer in his own right, oftentimes 
helps other retailers sell packages by providing all types of 
glass and store front materials. 


THERE is no rule of thumb for 
success in the retail lumber busi- 
ness. 

But if one axiom were to govern 
the operation of the business, it 
might be: cut the cloth to fit the 
garment. In other words, adjust 
your merchandising program to 
meet local conditions. 

That is the opinion of C. W. 
Sader, president of the C. W. 
Bader Corp., Gary, Ind., operator 
of seven line yards in the Greater 
Gary area. 

Prior to the war, the Bader 
Corp. handled packaged home 
building operations on a fixed cost 
basis under the name of Certified 
Home Builders Corp. For several 
years the organization built as 
many as 75 houses a year. 

Then came World War II. Mr. 
Bader, who had served in World 
War I as a first lieutenant, joined 
the Navy. He served in aviation 


supply and was honorably dis- 
charged with the rank of com- 
mander. 

Meantime, the home building 


picture had changed completely. 
Contractors, who until a few years 
before had been unable to serve 
the public adequately, were now 
equipped to do a better job of 
home building serviced with skilled 
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C. W. BADER, president, Bader Corp. 


labor and an adequate supply of 
building materials. Currently, the 
Bader Corp. is doing the job of 
servicing these contractors. 
Whether it will ever actively re- 
turn to packaged selling will de- 
pend on the materials picture and 
economic developments, according 
to Mr. Bader. 


GLASS CONTRACTOR 


One of the unique services of- 
fered by the Bader Corp. is dupli- 


bi 
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cated by few retail yards around 
the country. It operates a glazing- 
glass contracting division in a 20- 
mile area, frequently operating di- 
rectly with another retail lumber 
dealer and helping him perform a 
packaged service in his commun- 
ity. 

Calumet Millwork Co. is the 
yard which serves as headquarters 
for the glass and store front con- 
struction business. This yard is 
under the management of A. W. 
Brandt, who is vice president of 
the Bader Corp., and a veteran em- 
ploye. Richard Briggs has charge 
of the glass contracting division. 

In keeping with its policy of 
seeing that the ultimate customer 
is serviced, the Bader Corp. found 
itself in the glazing business about 
1925 when contractors were unable 


to finish apartment buildings be- | 


cause of insufficient glazers. The 
next step took Bader into the glass 
jobbing business and the firm now 
serves a two-county area in that 
capacity. 


For a time, union officials in- 


sisted that all glazing be done on | 


the job. Later, glazing in the shop 
was permitted and five glazers are 
now employed on a year-around 
basis. 


store front jobs. 
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vlazers has lost a single day for 
lack of work or bad weather. 
STORE FRONT MATERIALS 

Glass and storefront materials 
handled by this one yard include: 

1. Steel. 

2. Structural glass. 

3. Plate glass. 

4. Window glass. 

5. Wire glass. 

6. Glass block. 

7. Twindows. 

8. Store front metal of all de- 
signs. 

9. Aluminum doors. 

The shop carries a large inven- 
tory of all types of glass. Its in- 
ventory averages 160 plates in ad- 
dition to a large stock of the items 
outlined above. The shop is com- 
pletely equipped with polishing 
machines, grinding machines and 
the pertinent tools of the trade. 
The organization is just as well 
equipped for on-site glass work 
with such equipment as air chisels, 
scaffolds, ete. 

Although store fronts constitute 
a major part of the glass division’s 
work, industrial glazing is gain- 
ing in importance. It kept an 
average of five men on one job for 
eight months. 


TWO SPECIAL TRUCKS 

In order to adequately handle 
this increasingly important phase 
of the business, the company has 
added a second special glass-carry- 
ing truck. The bodies for these 
vehicles are made in the company’s 
own shop. The newest truck has 
a 16-foot body in back of the cab 
and will carry up to 40 plates. The 
Bader people have become such ex- 





TWO trucks with especially equipped bodies are used to deliver plate 
Bodies for these trucks are made in the Calumet Millwork’s 
Trucks are equipped with small wheels for adequate 


glass. 
own shop. 
underpass clearance. 
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ONE of Calumet’s outstanding recent glass contracting jobs is this auto agency front featuring 


slanting glass windows 124x128. 


perts in glass handling that plate 
glass is seldom broken in transit 
or on site; in fact no insurance is 
kept on glass in transit. 

However, replacement of glass 
covered by insurance and broken 
by storms and accident, is an im- 
portant part of the company’s 
business. 

The company makes its own de- 
liveries by truck from the Chicago 
warehouse. It is expected that 
shipments will be made eventually 
in carload lots direct to its Gary 
warehouse. 


Calumet Millwork Co. is also 


A novelty on one corner is a 2x6 metal sill. 


general headquarters for millwork. 
Calumet Supply, another of the 
Bader yards, is headquarters for 
contractors and offers a complete 
supply of hard materials, paint, 
hardware, insulation and basic 
building materials. Each of the 
Bader companies is a separate op- 
erating company, although each 
manager is given considerable lea- 
way in buying. General manage- 
ment and policies are established 
at the Calumet Supply Co., where 
Mr. Bader maintains his office. 
Less than a block down Broad- 
way is the Bader Lumber Co., one 
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INSTALLATION of plate glass by Calumet Millwork Company is han- 
dled by five union glazers. 
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NEAT retail store operated by Bader Lumber Company is actually an old Chicago World's Fair prefab house with partitions removed and roof 
trussed. 


of the two original yards. Here 
a neat and attractive retail store 
is managed by H. A. Roy, one of 
many of the veteran employes in 
the organization which numbers 
over 100. The store itself is an 
adaptation of an old prefab house 
which was removed from the Chi- 
cago World’s Fair site; the parti- 
tions were removed and the roof 
trussed. 

One of the outstanding exhibits 
is a display of numerous wooden 
mouldings which was made up by 
Mr. Roy many years ago. He took 
a six-inch sample of every item 
in stock and mounted it on ply- 


wood. Many customers, Mr. Roy 
discovered by experience, were not 
certain what they needed. The 
display was a_ time-saver all 
around. 

Modern glass show cases are 
used to display other materials. 





KEY men in the management of the Calumet Millwork Company are 
manager of the glass contracting department, left, 
and A. W. Brandt, manager of the company. 


Richard Briggs, 
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Product displays around the store 
include expansive louvers—square 
and triangular; complete line of 
bathroom fixtures; collapsable steel 
sawhorses; painters and plasters 
scaffolding; ‘builders’ and cabinet 
hardware, stepladders, etc. 


ADVERTISES REGULARLY 

Newspaper advertising is the 
media depended upon to reach both 
contractor and consumer custom- 
ers. The Bader Corp. has been a 
regular newspaper advertiser for 
many years. Approximately one 
per cent of gross sales are set 


aside for advertising purposes. 
Newspaper advertising is under 
the general direction of Dave 


Gustfson, who completed the 30- 
day short course at Purdue Uni- 
versity this year and who is now 
taking his on-the-job’ training 
under the GI Bill of Rights. 
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His program, mapped with the 
help of Mr. Bader, is projected 
seasonally for the entire year. 
Definite products and prices are 
featured in nearly every adver- 
tisement together with the names, 
addresses and telephone numbers 
of all the yards. A Bader display 
ad appears in the local paper on 
the builders’ page each Monday 
night. The same classified ad is 
usually run each day for one week. 
Calendars, telephone books and 
manufacturers’ literature is also 
used to keep the Bader name be- 
fore the public. 


MANAGERS ENCOURAGED 


Independent initiative and inter- 
yard co-operation are encouraged 
on the part of yard managers by 
the management. Mr. Bader sched- 
ules a meeting of yard managers 


(Continued on Page 63) 


H. A. ROY, manager of the Bader Lumber Co., left, and Dave Gustf- : 
son, recent graduate of a 30-day short course who has charge of y 


advertising. 
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Fostering 


Good Public Relations 


Ten-minute talks on various aspects of building precede social meetings 
held in Indiana Harbor Lumber & Fuel company’s downstairs display room. 


| | Saupe PEOPLE buy build- 
ing materials more _intelli- 
gently is the prime purpose of a 
unique program sponsored by the 
Indiana Harbor Lumber & Fuel 
company, Indiana Harbor, Ind. 

The company has thrown open 
its downstairs display room to re- 
ligious and_ social organizations 
which need a place to hold their 
gatherings. Currently a dozen dif- 
ferent organizations are making 
use of the company’s offer to hold 
their meetings in the downstairs 
display room. 

Because of the demand, each or- 
ganization is limited to half a 
dozen meetings annually. 


Preceding each meeting, a staff 
member of Indiana Harbor Lumber 
& Fuel company gives a 10-minute 
talk on some subject related to the 
building industry. These topics 
have covered legal matters, roofing, 
tile boards, insulation, kitchen cab- 
inets and the like. 

“Our purpose,” explained Harold 
V. Main, president of the company, 
“is to tell our audience in non- 
technical terms what constitutes a 
good roofing, where various types 
of insulation should be used — in 
other words help people do a more 
intelligent job of buying.” 

Each talk is followed by a ques- 
tion period. The subject of legal 
matters — liens, insurance and al- 
lied topics—brought out the most 
questions. 

Eight staff members, including 
two girls, have participated in these 
talks. 

For those organizations which 
wish to serve refreshments, the 
store has a hot plate for coffee and 
provides spoons, napkins, paper 
plates, hot drink cups and towels 
free of charge. 


Access to the downstairs display 


BUILDING PropucTts MERCHANDISER 


room is through the retail store 
where sOmeone is always on duty 
even though the meetings are held 
at night. 


Various types of displays are set 
up especially for these meetings. 
These may include an aluminum 
window, metal moulding, glass 
block, bathroom accessories, etc. A 
number of the displays are panel- 
ized and indirectly lighted. Short- 
age of materials has stymied the 
maximum use of the display room, 
but this is partially offset by the 
staff lectures and free newspaper 
publicity with each meeting. 

“One thing that surprised me,” 
said Mr. Main, “is that a high per- 
centage of the people attending 
these meetings are regular cus- 
tomers of ours.” 
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TWO sorority members look over a wallboard 
display before the meeting. 








MAKING the fullest use of its facilities, Indiana Harbor Lumber & Fuel company invites women’s 

groups to hold their meetings in the company’s downstairs display room. The only prerequisite 

is that a member of the firm be allowed to give a 10-minute lecture on some phase of the 

building industry. Bert Morrical, assistant manager, is explaining the aluminum window in 
this picture. 
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Effective 


Unprecedented demand should 
not cause complacency 

Tempered optimism advised 

Shifts to buyers’ markets occur 
overnight 

A marketing preparedness pro- 
gram can be started now 

Better product knowledge 
essential 

Improved service will aid selling 

More intelligent aggressive 
advertising needed 

Sales training produces profits 

Manufacturers and distributors 
have helpful programs 


N THE FAMOUS sea fight in 

the War of 1812, the Ameri- 
can frigate Constitution gained 
an overwhelming victory over the 
British Guerriere. It wasn’t be- 
cause the Constitution was better 
handled by her men, for no braver 
seamen ever walked a frigate’s 


deck than went down with the 
Guerriere. 
What caused the British sea 


fighters to be so hopelessly out- 
classed was their clinging to.the 
old-fashioned belief that all* you 
needed to hit the enemy..was judg- 


Editor’s Note—AL&BPM has- 
invited Mr. Walter, an outstand- 
ing merchandising authority, to 
present his analysis of major 
problems that lumber and build- 
ing products merchants will face 
in the year ahead. 


WINNING hand in ‘48. 


Marketing 


By L. ROHE WALTER* 


Director of Public Relations 
The Flintkote Company 


ment. The Constitution, for the 
first time in naval history, had 
sights on her cannon—the Guer- 
riere had none! 

In marketing activity, as in 
naval battles, you must have sights; 
you must shoot at well-defined tar- 
gets, and you must shift the aim 
constantly to keep moving targets 
in range. 

Probably never before has the 
moral of this historic naval battle 
been truer than now. As the pru- 
dent building material and lumber 
dealer charts his marketing course 
for 1948 and the years ahead, he 
may be well advised, like the Con- 
stitution, to keep his sights on mov- 
ing targets and shift the aim fre- 
quently to keep them in range. 
Tempered optimism seems to be the 
order of the day as regards the 
business outlook. 

LONG RANGE OBJECTIVES 

ONE point on which virtually 
everybody agrees today is that this 
nation needs more shelter in the 
form of new and renovated homes, 
factories, commercial and institu- 
tional structures in these postwar 
years than ever before in its his- 
tory. 

But we can’t stop with the as- 
sumption that because the country 
needs more of the products of the 
Construction industry the goods 
will sell themselves. They have to 
be sold. Further, we must realize 


in 1948 


that in these recent years we have 
been filling needs, which is a lot 
different from creating wants be- 
cause the latter is not selling. 
Actually it’s just a transaction 
between a man who wants some- 
thing and another man who has it 
available. So— whatever surface 
conditions prevail at any given mo- 
ment—the basic American job re- 
mains what it always has been—to 
sell people not simply what they 
need but what they want to own. 

If building material and lumber 
dealers are to fully capitalize on 
the great potential sales opportuni- 
ties they face in 1948 and the years 
beyond; if they are going to up- 
grade their selling to serve those 
who are willing to pay just a little 
more to get a lot more value; if 
the industry is to render in full 
measure its social-economic con- 
tributions to the nation’s welfare, 
we of the industry must give in- 
creasing attention to the more effi- 
cient production, distribution and 
merchandising of our _ products. 
Only by doing so, only by keeping 
product quality high and prices low, 
will we attract more and more sat- 
isfied customers who will prefer to 
buy from us and be assured genuine 
values for their dollars when they 
do so. Furthermore, it is time to 
challenge our marketing traditions 
and overhaul them where necessary 
so that we shall be able to compete 
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with the modernized marketing ac- 
tivities of all the other industries, 
as they jointly sell the merchandise 
to replace what the world has de- 
stroyed, worn out and discarded 
during the war. 

In the simplest terms possible our 
marketing programs should set up 
long-range goals which we can 
reach by the use of relatively sim- 
ple but correctly-timed and _ skill- 
fully -executed marketing opera- 
tions. 

To do so we must realize that 
perhaps our biggest selling prob- 
lem is the personal one of getting 
ourselves into shape, both physical- 
ly and mentally, so that we may 
be fit and ready for the inevitable 
buyers’ market when it arrives. 

Just when the turn will come no 
one knows. We do know, however, 
that the conversion of our economy 
during the past two and one-half 
war-to-peace transition years has 
been highlighted by one significant 
fact: When the turn from the sell- 
ers’ to the buyers’ market takes 
place in a specific industry or a 
specific product, it usually develops 
rapidly with the actual shift oc- 
curring in a few weeks’ to a few 
months’ time. 

Some industries have already ex- 
perienced price wars. Isolated buy- 
ers’ markets in furs, low-priced 
tires, table radios, and liquor have 
already appeared. Others are still 
a year or two away from the re- 
moval of buying restrictions. Obvi- 
ously this is a good thing, for our 
resilient economy is stronger as 
a result, since for every industry— 
in fact for almost every manufac- 
turer and his distributors — the 
timing of the transition to full- 
scale competition varies. The grow- 
ing diversification of products 
within industries and companies is 
also a steadying influence on these 
separate cycles of demand and pro- 
duction. 

Under such conditions farsighted 
building material and lumber deal- 
ers, despite certain oversold con- 
ditions and rosy-tinted predictions 
for the years ahead, are, can and 
should develop sales programs now 
which can be put to use on short 
notice, at the proper time, as and 
when needed. 


WHAT CAN BE DONE NOW? 


WHAT, then, can be done now 
so that we may be ready to engage 
successfully in the inevitable sales 
slugfest ahead How can the mar- 
keting function of the dealers’ or- 
ganization be prepared, probably 
on very short notice, to once again 
carrying the major burden of main- 
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L. ROHE WALTER, Director of public relations, 
the Flintkote company. 


taining volume in order to assure 
profits. How can the dealer operate 
most successfully in a free market 
whose core is a complex of prices, 
wages and profits, all reacting to 
the pull of supply and demand? 

There are, in my judgment, four 
major steps that can be made a 
part of today’s marketing prepared- 
ness program. They are concerned 
with (1) Product Knowledge, (2) 
Service, (3) Advertising, and (4) 
Sales Personnel. Let us consider 
them in that sequence, trying to 
avoid over-simplification on the one 
hand and bewildering detail on the 
other. 


BETTER PRODUCT KNOWLEDGE 


FIRST step in the building of 
a sound marketing program, as we 
all so well know, is the availability 
and value of good, salable products 
or services. No marketing opera- 
tion can hope to build a permanent 
success unless the products or serv- 
ices sold satisfy definite needs, per- 
form desired services satisfactor- 
ily, and deliver genuine values. 


The basic objective of all mar- 
keting and advertising activity is 
the interpretation of the inherent 
values in a product rather than an 
attempt to build values into the 
product which do not exist. The 
strongest sales statement and the 
best advertising is to tell some- 
thing about the product that ap- 
peals to the preferences, wants, 
needs and desires of the buyer, 
which he can prove for himself. 


Success in selling is based on 
telling the truth in an interesting 
way. In the construction industry 
this is done most effectively when 
the seller knows all there is to 
know about the technical details of 
the products sold. Most manufac- 
turers and distributors fully appre- 





ciate this fact and take great pains 
to provide dealers and dealer sales- 
men with sales manuals, product 
books and other types of ‘printed 
promotion that meet this vital need. 
Further, the sales representatives 
of many manufacturers have been 
trained in and equipped with prod- 
uct. data which they relay on to 
their dealer customers. 

The importance of technical prod- 
uct knowledge in our industry can- 
not be too strongly emphasized. 
Jack Lacy, nationally known trainer 
of salesmen, as you know, finds that 
the small group of stalwarts who 
are found at the top of most sales 
organizations, the small group of 
about 25 percent of the salesmen 
who produce about 75 percent of 
the sales, the small group of men 
who are selling an average of nine 
times as much per man as do the 
average salesman, have one distin- 
guishing characteristic . . . their 
technical knowledge of the products 
they sell! The average salesmen 
may have just as much personality, 
may work just as hard, but they 
lack the technical knowledge pos- 
sessed and used by the star per- 
formers. 

Better product knowledge can be 
put to most profitable use by deal- 
ers when it is closely related to and 
geared in with the preferences of 
ultimate users—the buyers who 
make the market. 

What are customers in the resi- 
dential market looking for today in 
the end product they buy—a home? 
There are some pretty significant 
changes taking place, changes it be- 
hooves us all to recognize so that 
Wwe may promote the needed prod- 
ucts and sell people what they want 
rather than bucking our heads 
needlessly against well-entrenched 
sales resistances with outmoded 
products. 

The modern planning of homes 
is swinging away from the conven- 
tional or formal rooms, which are 
a hangover from the manners and 
customs of the 18th century when 
the rich or well-to-do lived a care- 
fully circumscribed routine in 
houses that were large and wasteful 
of space and staffed with plenty of 
low cost domestic help. 

Currently all this is gone—never 
to return. Today’s new house- 
wives, most of them G. I. brides, 
who started keeping house in a 
crowded camp town or a trailer or 
Quonset hut on a university cam- 
pus, have no illusions about house- 
work. They know who is going 
to do it. In planning their own 
permanent home they check every 
foot of space from a grimly real- 
istic point of view, always with 
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these questions in mind: “How 
much time is that space going to 
mean to me in terms of cleaning 
and maintenance? Is it going to 
work for me, not I for it? Are we 
really going to get the last ounce of 
use and pleasure from it? Does 
the space actually serve the purpose 
for which it’s labelled on the 
plans?” This planning is being 
done, too, without regards for bal- 
ance, symmetry or artificial con- 
siderations so dear to the formal- 
ist of the earlier day. 


In short, the modern American 
family has made a definite turn to- 
ward unconventional rather than 
formal living. They want to relax 
when they are at home. They want 
housekeeping to be as simple as pos- 
sible. Labor-saving devices are ex- 
tremely popular. Dishwashers, 
light-weight vacuum cleaners, fil- 
ters which will keep dust to a mini- 
mum, floor and wall surfaces which 
clean easily, storage facilities which 
provide a place for everything 
needed and are easily accessible— 
all these meet the needs of the day. 
So do barbecues, outdoor terraces, 
game courts and play yards for 
children that -utilize space from lot 
line to lot line. Low, rambling, 
simple houses of unconventional ar- 
rangement—the so-called one-story 
ranch house type—in which mate- 
rials are used in a very direct way, 
are wanted and will undoubtedly 
continue to grow in popularity as 
will the use of bright, strong col- 
ors. Lack of household help, the 
urge to spend a lot of time out of 
doors, the broadening of women’s 
interest in activities outside the 
home, the fact that high prices and 
ambitious living standards are 
causing more and more women to 
join the 16 million already gain- 
fully employed by business and in- 
dustry, our general and growing 
dislike of artificial living standards 
—all these are helping to create 
homes that can be lived in and en- 
joyed 24 hours a day. 


Did space permit, many other 
significant market trends might be 
cited. The moral is that customers 
are constantly changing and that 
their changing buying preferences 
can be ignored temporarily but in 
the end Father Time, Mother In- 
vention and Dame Fashion will 
have things the way they want 
them. The alert dealer must keep 
up with and know where the parade 
is going. 


BETTER SERVICE ~ 


SECOND ecorner-stone of a mar- 
keting preparedness program which 
can be started now for use in the 
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full-scale competitive market days 
ahead is related to service policies. 

How badly has service deteri- 
orated during the easy selling 
days? How much revitalizing does 
the service function require to get 
it back on the beam? How can 
service personnel who may have 
become listless, even arrogant, once 
again be made to understand their 
importance in helping sell more 
goods at a profit? 


How can service to repeat cus- 
tomers as well as home owners be 
improved? How much service 
should be given? How much shall 
be free? Who will give the serv- 
ice and how quickly? How can 
truck drivers, bookkeepers, yard- 
men, telephone operators be turned 
into salesmen ? 


Did space permit, the number 
of soul-searching questions about 
service could continue ad infinitum. 
Those raised illustrate the point 
that the realistic dealers cannot af- 
ford to overlook—namely, the im- 
portance of proper service policies 
which can be and- often are vital 
and controlling factors in the final 
buying decision. 


BETTER ADVERTISING 


THIRD fundamental in planning 
a marketing preparedness program 
now is concerned with the use of 
either an increased amount of ad- 
vertising and sales and buying pro- 
motion or an increase in the effec- 
tiveness of these powerful aids to 
sales success which are now being 
utilized. Most authorities agree 
that measured in costs approxi- 
mately 40 percent of the dollar 
paid by the consumer is for straight 
production and about 60 percent 
for distribution. The field of dis- 
tribution, economists agree, offers 
the greatest opportunities for 
greater efficiency and savings in 
operating costs. 

It is the buyer, in the long run, 
who names the price he is able or 
willing to pay for the goods he 
wants. Beyond a certain price, he 
balks. While U. S. buyers have a 
total annual income approximating 
200 billion, their present buying 
mood is wary—they are extremely 
sensitive to the appeal of price and 
they require better selling to move 
them to action than they have been 
subjected to for many years. That 
sums up one of the major problems 
confronting industry and business 
today, since increasing production 
and distribution costs are making 
it difficult to keep many prices with- 
in the buyer’s range. And buyers, 
as we all know, are tightening their 
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belts and borrowing to meet to- 
day’s high cost of living crisis. 
Further, as Henry Hazlitt has 
noted: “The solution to the prob- 
lem of high prices .. . is not pro- 
duction alone” but that as long as 
money and bank credit continued to 
mount “they will continue to push 
up demand and to push upward 
against prices.” 


BETTER SELLING 


KEY man of the American eco- 
nomic structure today is the sales- 
man. He is about to emerge from 
his war-enforced stay in the wings 
off stage, abandon the minor parts 
he has been given in recent years 
and take his old starring position 
center-stage front in the welcome 
glare of the spotlight as he plays 
the major role in today’s paradox- 
ical marketing drama of unprece- 
dented demand and stubborn sales 
resistance. 

Now the untrained salesman, all 
authorities agree, has no place or 
future in postwar America. To- 
day’s (and particularly tomor- 
row’s) salesman must know how to 
sell building materials if he is to 
successfully compete with the 
trained salesman of all the other 
industries as they compete for the 
consumer’s dollar. 

Our need, then, in simplest terms, 
is to train and equip both old and 
new salesmen so that they get back 
to and keep everlastingly at inten- 
sive service and creative selling. 
Psychologically, the recognition of 
this need is of extreme importance 
to the construction industry, for in 
an oversold market, salesmen, be- 
ing human, inevitably grow lazy 
and rusty. Older men in particu- 
lar become complacent. Some who 
may be licked, listless and low in 
spirits need rejuvenation. New 
men need the tools and training 
to do effective selling. And changed 
market conditions require a reap- 
praisal of selling activities. 

Sales training is a combination 
of education and teaching. The 
more rapidly the salesman can put 
the teaching to work in actual sales 
situations, the more effective and 
profitable it becomes. In a period 
of allocations and shortages the 
salesman’s job is far different than 
it is in the competitive market. 
Therefore, sales training (based on 
an intimate knowledge of how and 
what salesmen think) prepared in 
advance but postponed and properly 
timed so that the salesman can put 
the teaching to use, will increase 
the results as well as the acceptance 
of the teaching by trainees. Here 
again, dealers can get real help 

(Continued on Page 63) 
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Here are stronger new frames, 
longer wheelbases and brakes 
that are specially designed for 
greater brake-lining contact. 


From roof to road—from headlights to tail light, 
they’re new with Advance-Design—107 models and 


eight wheelbases! 


Now—new comfort! 
The cab that 


‘‘breathes”’ draws in 


fresh air and forces 
out used air.* It’s 
Flexi-Mounted, 
cushioned on rubber 
—with 12 inches 
more foot room— 
eight inches more 
seating space and 
fully adjustable 
seat! 


*Fresh-air heating and ventilating system 
optional at extra cost. 
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Here’s a payload of 
power that makes 


ADVANCE-DESIGN 
HEVROLET TRUCK 


a prime value! 


On the grades or level ground, Advance-Design 
Chevrolet trucks pave-the-way with power- 
packed performance of Chevrolet’s Valve-in- 
Head Engine, the world’s most economical for 
its size! Here, too, is a combination of fine, new 
features found only in these trucks of surpassing 
value! 


CHOOSE CHEVROLET TRUCKS FOR 
TRANSPORTATION UNLIMITED! 


CHEVROLET MOTOR DIVISION, General Motors Corporation, 
DETROIT 2, MICHIGAN 








Pick-ups and panels have increased Pe 
load space—stake and high-rack 
bodies more efficient loading. 






ne : 
Larger windshield and side win- 
dows give 22% greater visibility. 
New rear-corner windows— 
optional at extra cost—provide 
even more! 












tay Pacutiug 


For Galvanized Roofing 





ECAUSE OF THE large and increasing number 

of spray painting rigs in operation in rural areas 
today, farmers are constantly being faced with the 
problem of selection of the proper type of paint for 
metal buildings and the choice between spray paint 
application and hand brushing. In many cases, the 
galvanized roofing has been weathered for years, until 
the zine coating is thin or completely weathered away 
and the steel is beginning to rust. 


Many difficulties are encountered in the attempt to 
provide protection against rust, and it might be well 
for us to refer to some experimental work and actual 
service results to obtain some of the answers to ques- 
tions like these: 


1. What is a good paint for galvanized surfaces? 


2. At what stage of weathering should paint be 
applied? 


3. What surface preparation is necessary before 
painting? 


4. Will spray painting give as good results as hand 
brushing? 


5. Is spray painting economical? 

In Knox county, near Vincennes, Ind., a group of 
men, vitally interested in these problems, got their 
heads together in 1942 and set up a Metal Roofing 
Spray Paint experiment. With H. S. Benson, who at 
that time was the Knox county agricultural agent, 
choosing the test sites and obtaining permission to 
use the buildings for experimental work, the program 
got off to a fine start. The Knox County Farm Bureau 
Co-operative association furnished the spray equip- 
ment and operators, the Indiana Farm Bureau Co- 
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operative association furnished part of the paint, and 
the American Zinc institute furnished the remainder 
of the paint and a field man to supervise the operations 
and keep accurate records on the time, labor and paint 
involved. 

Seventeen buildings, a grain bin and two steel tanks, 
located on 14 different farms, were chosen and painted. 
Inspections of all test sites were conducted each year. 


Since these tests have run five years, some definite 
information may now be obtained from them. This 
information, coupled with other paint test data and 
actual service records on many farm buildings, pro- 
vides fairly conclusive answers to the questions listed 
above. 


SELECTING PAINT 


ONE of the best paints for prolonging the life of 
galvanized roofing and siding is one in which the 
pigment consists of 80 percent zinc dust and 20 per- 
cent zine oxide. The paint may be made up with either 
linseed oil, soybean oil or a mixture of the two oils as 
a binder or vehicle. A good-basic formula for most of 
this type of paint (known as metallic zinc paint or 
zinc dust-zinec oxide paint) is provided in Federal 
Specification TT-P-641. The paint is produced by over 
150 leading paint manufacturers and is available 
throughout the country. Paint made according to 
specification will weigh around 23 pounds per gallon. 
Coverage is between 600 and 800 square feet per gal- 
long. Battkeship gray in color when applied, the 
paint film weathers to a very light gray color, increas- 
ing in heat and light reflectivity while it protects the 
steel from further corrosion and rusting. The paint 
may also be obtained in red and green colors. It may 
be used as a prime coat, but is also satisfactory as a 
finish coat. One coat of this paint will give about five 
to six years rust free service in ordinary rural at- 
mospheres. For economical, long-time maintenance, a 
second coat should be applied at the end of four years 
service of the first coat. Test and actual use results 
indicate that two coats so applied will give from 10 
to 14 years rust free service on roofing and consid- 
erably greater service on siding. 

Another paint in use on galvanized roofs is good, 
high-grade, iron oxide paint. This is not to be con- 
fused with ordinary red barn paint, as the latter does 
not usually hold up well on galvanized or rusty metal 
roofing. 

Aluminum paint is not well adapted to use as a 
prime coat over galvanized or rusty metal. It is in- 
tended as a top coat only, and when applied over a 
good rust-inhibitive primer, will give satisfactory 
service, particularly if high reflectivity is desired. 

Red lead and blue lead paints are good rust-inhibi- 
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50 ft. and 
150 ft. rolls 
36 in. wide 


Manufactured exclusively by 


ARVEY CORPORATION 


3470 N. KIMBALL AVE. CHICAGO 18, ILLINOIS 
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Unlike rigid putty, ARM- 
GLAZE is elastic. And an- 
other important feature: a 
permanent bond is secured 
immediately after appli- 
cation. 


From then on it STAYS 
PUT, absorbing all shocks of 
shipping and installation... 
then withstands years of 
weathering without any 





LOOK at these Big 
Outfits Who Use 


and Swear by 


Arm Ylaye 


cracking and crumbling. CURTIS 
YOU SAVE TWO WAYS: COMPANIES, INC. 
First, with ARM-GLAZE you ANDERSON 
can ship at once after glaz- CORPORATION 
ing. Second, you never have 
to recondition, after the sash GEO. SELBERNAGLE 
has left your hands. & SONS CO. 
Finally, ARM-GLAZE is ROCKWELL 
definitely low cost, consider- MFG. CO. 
ing how much it invariably 
saves. : ROCKY MOUNTAIN 
_ MFG. CO. 











SELL 
a tr 
Companion Product 


Armstrong's No. 33 
Glazing Compound mer- 
its a place in your 
packaged goods dept 
It's like ARM-GLAZE 
plus one more feature: 
it won't even dry out 
in an opened can. Sell 
“*33"" for small glazing 
jobs, repairs, to home 
handy-men, It’s defi- 
nitely far ahead of 
any putty. 


“TRY it—Get Free 


Sample — Make Any 
Test You Care To! 


Note big operators now using ARM- 
GLAZE, as listed above. You, too, 
should welcome the economies we make 
possible. Write today to nearest Arm- 
strong plant for FREE sample — 
enough ARM-GLAZE to make every 
conceivable test. 











COMPANY 


4065 So. LaSalle S$. 
Chicago 


241 So. Post Ave. 319 So. Crowdus St. 
Detroit Dallas 











IMPROVED DUPLEX 
SASH BALANCES 
NOW SELL FOR 
LESS THAN in 1938 


Direct Saving to Builders 
Means More Profit, Helps 
Offset Other High Costs 








DUPLEX BALANCE COST DOWN 


In an era of greatly increased costs, 
it is a noteworthy fact that Duplex 
Flat Sash Balances actually sell to- @ 
day at a substantially lower price « 
than they did in 1938. By com- 
parison, think of the cost increases 
in some of the other typical items 
you buy. 

















s!/pupLex BALANCE QUALITY UP 


Although they now cost less, Duplex 
Flat Sash Balances are worth more 
than they were nine years ago, in at 
least three important respects: 








1. The plaster-tight outer case is now 
made of rust-proof plated stock, 
whereas it formerly was painted. 


2. The high test steel cables now used 
are far superior to those formerly 
employed. In fact, they are 20 times 
stronger than required. 


3. Duplex Sash Balances are now guar- 
anteed against mechanical defects for 
the life of the building, (The FIRST 
sash balance so guaranteed.) 


Ze 
,o~ 7 


ae 7 
“INCORPORATED 


It will pay you 
to standardize on 
Duplex Flat Sash Bal- 
ances from here on 
in, because it is 4 con- 
tinuing policy of this 
company to produce 
the best sash balance 
on the market at the 
lowest possible price. 








= 











— j—) 





DUPLEX, INC., 630 N. La Peer Dr. 
Los Angeles 46, Calif. 
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| Please send 
| information 
| on Duplex Flat 
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tive primers but should not be left exposed to the 
weather. 


PAINT BEFORE RUST 


IT IS always easier to prevent rusting than to stop 
it once it has gained headway. Since metallic zinc 
paint adheres as well to weathered galvanized surfaces 
as to rusty surfaces, it should be applied—for best 
results—before rust actually appears on the sheets. 
New galvanized sheets should be allowed to weather 
for six months to a year before painting. 


SURFACE PREPARATION 


ORDINARILY, a rusty surface should be wire 


brushed to remove loose rust and provide a smoother 


surface. The tests near Vincennes, Ind., however, indi- 
cate that wire brushing adds very little if any to the 
serviceability of metallic zinc paint applied by the 
spray method. At the end of the fire years, the wire 
brushed side of a large test roof has no better pro- 
tection than the half which was not wire brushed 
but merely swept off with a stiff broom. Considering 
the labor cost, wire brushing prior to application of 
zine dust paints by the spray method is not practical. 
Wire brushing is still recommended before applica- 
tion of zinc dust paints by the hand brushing method. 


SPRAY OR BRUSH 


A GOOD job of spray painting depends on many 
factors. If adequate pressure is maintained on the 
paint bucket (75 to 80 pounds for heavy zine dust 
paints), and the operator really has the knack of oper- 
ating a spray gun properly, very little difference will 
be observed between paint applied by this method and 
that brushed on by hand. Proper maintenance and 
adjustment of the spray gun is essential to achieve- 
ment of top results. It takes an experienced and cap- 
able man to do a good job with a spray gun. 


SAVE ONE-THIRD 


SPRAY operation takes more paint than hand 
brushing, but this slight increase in cost is more than 
offset by the great saving in time and consequent 
labor cost. From the Vincennes spray paint tests, let’s 
borrow some figures on the comparison of hand brush- 
ing and spray painting on equal areas of 4,579 square 
feet. 


BRUSH SPRAY 
Coverage—sq. ft. per gal. 814 602 
DE t+ ueben gaa bawbeee 39.5 hrs. 8.5 hrs. 


Assuming that labor costs $1.50 per hour and paint 
$7.00 per galloi, we can make a cost comparison as 
follows: 


BRUSHED SPRAYED 


Cost of paint per square $ .86 $1.16 
Cost of labor per square 1.29 27 
Total cost per square ... $2.15 $1.43 


On the above basis, spraying costs 72 cents less 
per square (100 square feet), and permits a 33 per- 
cent saving in cost as compared to hand brushing. 

Thus it appears that there is a real place for spray 
painting in the maintenance of galvanized roofing on 
farm buildings. Patroniziny a local spray painter, 
who has a real interest 1a building a business for 
himself, is one way to evid getting inferior paint 
and poor quality workm«ans;ip and be assured of get- 
ting a paint job well worth the money invested. 


January 3, 1948, AMERICAN LUMBERMAN & 





i 
$ 
4 
4 
; 














a 86 dds ) a rs: a 








the 


stop 
zinc 
aces 
best 
ets. 
ther 


wire 
ther 
ndi- 
the 
the 
vire 
pro- 
shed 
ring 
1 of 
ical. 
lica- 
hod. 


lany 
the 
dust 
yper- 
will 
and 
and 
eve- 
cap- 


1and 
than 
uent 
let’s 
ush- 
uare 


less 
per- 
ig. 
pray 
g on 
nter, 
| for 
aint 
get- 
1. 


iN & 





in teen ee 


oe ag = ee Sy ro as seats = “o 
Se oe lA 


Yr sh 





~ : i Or, ee ee ; 
SS “ee ES ASS ea ee 


Last year White River completed 51 years of 
lumber production. This year we begin our 
52nd year. Today’s modern White River 
plant stands on the same site as the original 


Bre cateditts pei hsta 
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White River mill of 1896. With its forest 
lands established as a vast tree farm, White 
River plans to operate at about its present 
level on a sustained yield basis. 


ENUMCLAW, 


WHITE RIVER LUMBER CO., WASHINGTON 


SINCE 1896 
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BETTER STYLE IN BUILDERS HARDWARE BY 


BuILDING Propucts MERCHANDISER 





Sacer “Artists in Metal” have preserved 
in imperishable brass and bronze the 
spirit of classic design. Yet, with master 
craftsmanship, they have provided gen- 
erously for the practical aspects of fine 
Builders Hardware: sTRENGTH and DURA- 
BILITY, ease of installing—and, of course, 
dependable operation. Such is the basis of 
enduring charm, of sound satisfaction .. . 
for both home-owner and builder alike. 


SAGER)-— 


NORTH CHICAGO, ILLINOIS 
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™ A SALES career you are your 

own boss to a large degree. Of 
course you must recognize the au- 
thority of your sales manager and 
you must follow company policy. 
But the very nature of sales work 
dictates that a large share of your 
time is in your own hands—to plan 
and use in such a way as to further 
your interests and those of your 
company. 

Whether being your own boss is 
good for you—or bad for you—de- 
pends on you. It depends on 
whether you measure up to the re- 
sponsibilities entailed. 

If you can set high standards for 
yourself, practice self-discipline 
and make yourself work (in other 
words, handle yourself just as you 
would handle another man working 
for you), then being your own boss 


Why Some Salesmen Fail... 
And How You Can Succeed 


Accentuate the positive to turn failure into success. 
How to avoid the common errors that ruin some careers. 


is good for you. Even if you have 
only average ability you will suc- 
ceed. If you have unusual ability 
you will be outstanding. 

But if you follow the line of 
least resistance, fritter away time 
and fail to discipline yourself, you 
are a very poor “self-boss.” Even 
with outstanding talents you will 
probably never achieve more than 
a mediocre sales performance. If 
you have only average ability you 
will quite probably fail. 

This is the first and most im- 
portant fact for you to grasp. More 
than 30 percent of all salesmen who 
fail do so because they are not good 
self-bosses. They suffer from a lack 
of industry. But if they were good 
self-bosses they would force them- 
selves to be industrious. 

Of course there are other traits, 
abilities, strengths and weaknesses 
that add up to shape the pattern of 
a salesman’s success or failure. You 
will find the basic ones summarized 
in bold face type with this article. 

There is a list of 10 basic rea- 
sons for failure. These are nega- 





success in a selling career. 


~ 


needed to bring success. 


» 
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10 BASIC REASONS FOR SUCCESS 


Study successful salesmen and you will see that nearly all of them have 
certain important traits in common. These consist of qualities which they 
have naturally or have cultivated — and practices which they perform 
consistently. These traits lead to results — to closed sales — and to 


1. INTEREST—in the job. Good salesmen have an abiding and over- 
whelming interest in the work they do. 
AMBITION—willingness to put forth the hard work and effort 


ENTHUSIASM—this is essential to great accomplishments. 
EFFORT—unfortunately, no satisfactory substitute has ever been 
found for work as a factor in building success. 
KNOWLEDGE—know the art of selling and know your products. 
COOPERATION—work with fellow salesmen and other d. 

of the business. Be positive — don't "gripe." 

7. PROOF—testimonials and other proofs of consumer benefits are 
specially important in this industry. Successful salesmen use them 
regularly because they help close sales. 

8. DEMONSTRATIONS—these help the prospect visualize what the 
salesmen is talking about. There is some method or other to dem- 
onstrate any type of merchandise. 

9. NERVE—successful salesmen aren't fresh or impertinent but they 
have the kind of nerve that it takes to make tough calls, to keep 
going back, to fight until they win. 

10. PERSEVERANCE—many salesmen give up just short of success. 

The winners stick to the job everlastingly. 


epartments 











tive characteristics. Shun them like 
the plague. 


The list of 10 basic reasons for 
success consists of positive traits 
and practices possessed in common 
by most successful salesmen. Mem- 
orize this list, keep it constantly in 
mind and practice wholeheartedly 
the points which it enumerates. 
They are the things you must cul- 
tivate—the basic keys to success. 

Some people seem to be naturally 
endowed; early in life and without 
apparent effort they acquire the 
positive traits essential to success- 
ful salesmanship. Others must 
work harder at it. But these traits 
can be acquired——and they must be 
if you are to realize your maximum 
potentialities for success. For help- 
ful suggestions on acquiring posi- 
tive personality traits review Les- 
son No. Five in this series. 

But there is even more to a suc- 
cessful sales career. Not only must 
you train yourself to be a good 
self-boss, not only must you ac- 
quire the essential positive traits, 
but you must also learn and prac- 
tice the technique of selling. This 
technique is made up of several 
knowledges, attitudes and _ skills. 
They have been covered in this 
series of lessons but for your con- 
venience are summarized here, with 
explanatory comments under those 
which will play fundamental roles 
in helping you build a successful 
career. 

1. ESTABLISH A DEFINITE QUOTA. 
Plan a year in advance to establish 
a quota for yourself and then break 
it down into monthly and weekly 
quotas. Realize that any big job 
is easier when broken down into 
small parts and tackled separately. 
In this way you will always have 
an immediate target to shoot at and 
will not dissipate your efforts by 
flying in all directions at once. 

2. ORGANIZE THE USE OF YOUR 
TIME. The hours spent with pros- 
pects are the most important part 
of a salesman’s business life. You 
must make calls and more calls to 
spend as much time as possible with 
prospects. It has been demonstrated 
time and again that there is a defi- 
nite ratio between calls made and 
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WHOLESALE DISTRIBUTOR 


West Coast Lumber 


and 


Lumber Products 


SPECIALIZING IN 


PONDEROSA PINE 


AND 


DOUGLAS FIR 
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© MILLWORK 
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GENERAL OFFICE 


8 S. Michigan Ave., Chicago 3, Ill. 
Telephone RANdolph 0540 
































_eee®w~a B® ®®- -_ ee ee®e® ® ® B® @ * >see ee eee 
OOOO BBS BBS S BSS SVABSAAASTSAAA ASS 








BuILDING Propucts MERCHANDISER 


Metal 
BUILDING )PECIALI 


Profitable 
\Fast-Selling 
Building 
Specialties 

from 


One 








Bell Traps 


<2> 
ys 








LZ 
Basement 
Stanchions 


\Za 


Cast Iron 














sales closed. Whether your sales 
presentation is excellent or ‘only 
fair, your number of sales will 
climb in the same proportion as the 
number of calls increases. 

There are certain definite periods 
in the day when you will find it 
easiest and most profitable to call 
on prospects—these periods are: 

From 9:30 to 11:45 a.m. 

From 1:45 to 4:45 p.m. 

From 7:15 to 9:30 p.m. 

These three periods, morning, 
afternoon and evening, add up to 
seven and a half hours per day that 
it is possible to spend with pros- 
pects. Let nothing interfere with 
these precious hours. The evening 
hours are particularly important 
since most closing calls are made 
at night. 

You will be amazed at the results 
if you will organize your time and 
plan your days to spend all possible 
time with prospects. Do not neglect 
your other duties such as planning, 
study, etc., but perform them dur- 
ing those periods of the day when 
prospects cannot conveniently re- 
ceive you. 

3. SELL CONSUMER BENEFITS. The 
physical things you have to sell are 
materials and products. The men- 
tal things are consumer benefits. 

If you think only of materials 
and products you will never be 
more than an order taker—you will 
never sell a customer unless he has 
first sold himself on the idea of a 
purchase. 

But if you think in terms of con- 
sumer benefits you will become a 
creative salesman. Your profits, 
reputation and_ satisfaction will 
climb steadily through the years. 

To do this you must climb over 
the fence which separates you from 
your prospect. You must get the 
customer’s viewpoint and ask your- 
self how he will benefit by buying 
what you have to sell. All success- 
ful salesmen do this consciously or 
unconsciously. Regardless of how 
simple it may sound, it is a difficult 
habit to form. The apprentice sales- 
man must study the principles in- 
volved .with great care—and even 
the veteran can well afford to re- 
fresh his knowledge of the subject 
from time to time. 

4. GIVE SERVICE TO YOUR CUS- 
TOMER. Selling is essentially a mat- 
ter of service because it involves 
helping the customer get what he 
wants. The salesman who high- 
pressures prospects into signing or- 
ders isn’t rendering a legitimate 
service—and he pays for it by in- 
curring ill will and losing repeat 
business. The salesman who ren- 
ders a legitimate service has a host 
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failures. 


job. 


selling. 





10 BASIC REASONS FOR FAILURE 


This list is based on sales managers’ studies of actual salesmen. There- 
fore it is significant. More than 30 percent of all salesmen who fail do so 
because of the first point (lack of industry) on this list. The last point 
(poor health) accounts for only one percent of all failures. All the points 
are listed in the order of their frequency as causes of failure. 


1. LACK OF INDUSTRY— insufficient work and just plain laziness ruin 
more sales careers than any other factor. 

2. FAILURE TO FOLLOW INSTRUCTIONS—your sales manager 
knows his business. His instructions will help rather than hinder you. 

3. INADEQUATE KNOWLEDGE—ranking high as a cause of failure 
is insufficient knowledge of the products and their uses. 

4. LACK OF FIGHTING SPIRIT—men who won't hammer away and 
fight to overcome obstacles add many names to the failure list. 

5. LACK OF DETERMINATION—good salesmen are determined to 
be successful. They don't take "no" for an answer. 

6. DISHONESTY—misrepresenting products, playing false with cus- 
tomers or the company doesn't pay. This causes eight percent of 


7. LACK OF ENTHUSIASM—without enthusiasm it is harder to keep 
driving for success—harder to impress prospects with your sincerity. 

8. LACK OF TACT—offended prospects don't become customers. 

9. DRINKING AND GAMBLING—these activities, carried to excess, 


waste time and sap health—keep a man from giving his best to the 


10. POOR HEALTH—only one percent of failures are attributed to 
this cause, but health, vigor and energy are basic to top-notch 








of friends and satisfied customers 
and is usually a successful man. 

Service to customers is particu- 
larly important in the light con- 
struction industry. In most other 
industries’ the salesman has a com- 
pletely manufactured product to sell 
to customers—something that he 
can, literally or figuratively, take 
off the shelf and pass on to the 
consumer as a finished item. But 
in the building industry the prod- 
uct is usually sold first and manu- 
factured later. 

5. FIT YOUR SALES PLAN TO THE 
PROSPECT. Adapting the sales plan 
to the prospect means selling the 
customer something he really needs 
and should buy—not selling him 
what you think you can force off 
on him. It means maintaining good 
customer relations. It means go- 
giving instead of go-getting. It 
means regarding yourself as a pur- 
chasing agent for the customer and 
reconciling that viewpoint with the 
best interests of your company. 
This is not as difficult as it sounds 
—an ethical sale is one in. which 
both parties to the sale and pur- 
chase get value received. 

6. HAVE ADEQUATE KNOWLEDGE 
OF YOUR PRODUCTS, THEIR USE AND 
APPLICATION. 

7. INCREASE THE SIZE OF YOUR 
AVERAGE SALE BY SELLING BIGGER 
JOBS, BETTER QUALITY, AND RELATED 
MERCHANDISE. 
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8. MAKE EACH SALE LEAD TO FOUR 
MORE. Strive to make every sale 
lead to four additional sales: (a) 
one to a neighbor of your customer. 
(b) one to a friend or relative of 
your customer. (c) one to another 
prospect who is brought to inspect 
the new job. (d) a repeat sale to 
the same customer. 


9. MAKE EFFECTIVE USE OF ALL 
THE SALES AIDS WITH WHICH YOU 
ARE PROVIDED. 

10. GET OTHERS TO HELP YOU 
SELL. Solicit the cooperation of 
friends, neighbors and satisfied cus- 
tomers. Cultivate architects, con- 
tractors, bankers, tradesmen, ete. 
They can all help to direct pros- 
pects your way. 

11. LEARN HOW TO CLOSE SALES 
EFFECTIVELY. Review lessons No. 14 
and No. 22 in this series. There is 
nothing mysterious about closing, 
but you must know how to over- 
come resistance and employ the 
simple closing techniques. Unless 
you bring back the signed orders 
all the other steps toward selling 
success count for nothing. 

12. EXPAND YOUR KNOWLEDGE 
THROUGH THE YEARS. The more you 
learn the more you earn. Never 
consider your education complete. 
By means of study and practice 
broaden your knowledge, usefulness 
and ability throughout your life- 
time. 
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“Direct from Our Own Forests and Mills” 
MEANS MORE THAN EVER NOW! 


The recent acquisition of prime timberlands, the purchase of additional mills and our plans for new 


plants means we'll be able to meet tremendous demands with 200 million feet of lumber. 


Sead us Your Mnguiries for 


PONDEROSA PINE, SUGAR PINE, DOUGLAS 
AND WHITE FIR, OR YARD STOCK 














We manufacture 
and specialize in: 
Furniture Dimension 


Glued-Up Stock 


Address all correspondence to our Kansas City Office: 


Carpenters’ and Special a If 
Mouldings : | The Ralph L. 
Industrial Shook 
Venetian Blind Slats 
Rails and Fascia 
Lumber Company 
Ladder Stock 


Ready-to-Assemble 
Furniture Parts 


1635 Dierks Building 
Phone Victor 4143 
KANSAS CITY 6, MISSOURI 


—in fact anything in 
West Coast Woods! 

















BuILDING Propucts MERCHANDISER 











PATENT INSERTED TOOTH GROOVER FIRTHITE TIPPED SAW FIRTHITE TIPPED SAW 
Firthite Tipped Inserts Inserted Type, for Wood Solid Type, for Wood 


LONG-LIVED SAWS FOR LONG-RUN ECONOMY 


Firthite Tipped Saws made by Huther Bros. Saw Mfg. — Teak, Fire-proof Lumber, Plywood, Linoleum, etc. 
Co. are made to stand hard service and are, there- | Huther Bros. have long taken special pride in the’ 
fore, long-lived Saws insuring long-run economy to the — quality of their manufacture, and the service and 
user. These saws are used for cutting hard Masonite, _ satisfaction all Huther Bros. saws give the customer. 







Write for Huther Bros. Catalog No. 60 


HUTHER BROS. SAW MFG. CO., Rochester, New York 




















HOUSE PLAN NO. 868 


19,230 Cubic Feet 
874 Floor Feet 








BED ROOM 


10-0 X 13-0 


BED all 


10-0 X 12-6 
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HOUSE PLAN NO. 866 | 


16,764 Cubic Feet 4 
762 Floor Feet 
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years of 
experience 
behind these 
NEW 
ALUMINUM 
WINDOWS 

























































CASEMENT WINDOWS 
PROJECTED WINDOWS 
COMBINATION WINDOWS 
PIVOTED WINDOWS 
DOUBLE HUNG WINDOWS 














LOW COST 





HOR 


WINDOWS 


A complete line of aluminum and steel windows engineered by a 
company that has served the building industry since 1876. 








The most modern metal working facilities and production processes, 
coordinated by expert window engineering, have brought these fine 
trouble-free, everlasting windows down to a price that is surprisingly 
low. 


Thorn windows add character and beauty to any building from the 
most modest, low cost, to the most expensive. 


Thorn aluminum windows are especially attractive and the sparkle of 
this fine metal and the extra depth of the sash framing bars, particu- 
larly in double-hung types, giving shadow lines that every architect 
desires, provide features found only in the most expensive windows. 


Aluminum windows are not only low in cost to the builder, but their 
smooth operation, regardless of atmospheric conditions, the elimina- 
tion of all painting and nearly all maintenance, forever, make them a 
source of everlasting satisfaction to the owner, and save considerable 
money over the years. 


J. S. THORN CO., PHILA. 32, PENNA. 
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DEALERS.-speeo up 


DELIVERIES, CHECK CREDIT. 
SPEND MORE TIME SELLING! 

















Progressive lumber and building material z 
dealers everywhere are installing Executone YARDS | 
Intercom Systems to get more work done ” 
faster M 











With the flick of a finger you give orders 
to men in the Yard, get their reply, check 4g STORE 


credit or deliveries . . . and no one need 
leave their work! Your entire organization \ 
. indoors and out... is in reach of 


your voice! Inside phone calls . . . ex- 


TRACKSIDE 
pensive "call-backs" are eliminated. Time 
lost locating roving employees is saved. yi 














Trips from office to yard held to a minimum! 





Up to 100-station systems available. 
2 Stations for as low as $61. 


CASHIER 








UNCONDITIONALLY GUARANTEED. Over 100,000 installa- 
tions—individually engineered to requirements. Service by 
Executone-trained specialists in principal cities assures you of 


dependable, trouble-free performance. 


NCOCUIOME 


COMMUNICATION & SOUND SYSTEMS 


Mail Coupon for Further Information 


EXECUTONE, INC. Dept. A-! 
415 Lexington Ave., New York 17, N. Y. 
| am interested in data on EXECUTONE 
( ) Please send literature. 
( ) Have representative call. No obligation. 





Name 





Firm 








Address City 


ASERRRRRe eee see ee sesesee 
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Good-bye Prospect! 
HE PROSPECT wanted to 
know if he could pay for the 
improvements in monthly install- 
ments and the lumber dealer as- 
sured him that it would be a simple 
matter for him to do so if he would 
make his needs known to a certain 
bank on Main street. 

“They had a man in here yester- 
day looking for installment notes,” 
said the dealer. ‘“They’ll be glad to 
see you.” 

The prospect thanked him as he 
headed for Main street to consult 
the banker who fairly greeted him 
with open arms. It was a simple 
matter to complete the transaction 
so far as the bank was concerned. 
Only trouble was, the lumber dealer 
didn’t see the prospect again be- 
cause that night he read an ad in 
the evening paper and the next 
day an applicator made a highly 
profitable cash sale. 

Turning ’em loose with the money 
in hand is a highly hazardous prac- 
tice. Usually they don’t come back. 

* * * 

If you are right, you don’t need to 

argue. 

lf you are wrong, it won’t do you 

any good. 
* * % 
Ups and Downs 
FEW DAYS ago we talked 
with a lumber dealer whose 
profits for 1947 were considerably 
larger than his sales for some of 
the tough years in the thirties. 
Nor does it seem so long ago when 
a good many lumber dealers would 
have found it more profitable to 
close up and wait it out rather than 
keep open until things got better. 

In the lean days we complained 
bitterly because supply exceeded 
demand. Today we do the same 
thing because demand exceeds sup- 
ply. If we had our choice, it 
wouldn’t take us long to decide 
which situation is greatly to be 
preferred ... at least from the 

standpoint of running a lumber 
yard. 
% * * 

It may be true that figures don’t 

lie, but the fact remains they can 

be made to mean anything, de- 

pending entirely upon the _ indi- 

vidual analyzing them or the 
propagandist explaining them. 
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The Elusive Consumer Dollar 


R. ROBERT A. LOVE, able 

director, Evening and Exten- 
sion division, City School of Busi- 
ness, New York, points out cor- 
rectly that “there is no organized 
fight for the consumer market in 
the building field.” 

True. It’s one of our biggest 
and most loosely coordinated indus- 
tries—thousands of concerns, each 
going its own way, with no overall 
integrated selling effort being made 
to obtain a consistently proper 
share of the consumer’s dollar. 

As things are today, this unfor- 
tunate situation means little to 
lumber dealers who have just fin- 
ished one of their biggest and best 
years. The danger lies in the fact 
that far too many integrated pro- 
grams are being set up which by- 
pass lumber dealers completely. 
That, of course, will hurt mightily, 
come the day when supply finally 
catches up with demand. 


* * * 


You seldom acquire a nervous 
breakdown pushing your business. 
The crack-up usually occurs when 
your business pushes you. 


* * %* 


Eternal Problem 

A MANUFACTURER just 

showed us a new item which 
should be a natural in a lumber 
yard. Not a big seller, or one that 
would move itself, but something 
that is really better and more con- 
venient than what is being used 
currently for the same purpose. 
Yet he lost his shirt trying to move 
it through jobbers to lumber deal- 
ers because he had to sell too many 
people before his product finally 
reached. the consumer. Distribu- 
tion costs exceeded production 
costs. Finally a mail-order house 
took his output. Not a healthy 
situation for the manufacturer but 
he recovered his loss and tempo- 
rarily is getting by. We have no 
solution in mind which would have 
kept the product grooved through 
lumber yards, except perhaps a 
wider receptivity to change... 
either in products or service. 
Change is the order of the day in 
most industries—a fact that makes 
it too expensive to resist. 





Keep ‘Em Young 


| THE DAYS when prices are 
highest in history, it is a whole 
lot smarter and far more profitable 
to keep materials going out as fast 
as they come in than to try to build 
up a respectable inventory. 


* * * 


We don’t know who sent it in but 
here it is: “The big guns of busi- 
ness are usually those who have 
never been fired.” 


* %* * 
Big Job 


E TALKED with a buyer not 
so long ago who has the re- 
sponsibility of obtaining sufficient 
materials to complete 20 houses 
($8,500 to $9,500), every working 
day in 1948. Present production 
rate is 16 houses a day, but that is 
being stepped up for the coming 
year. Every item required to fin- 
ish the complete house must be on 
hand the moment it is needed. Not 
a single part can be missing. Won- 
der if he sleeps nights! 


* * * 


It’s better to shed a tear over the 
sales you’ve lost than to be too 
happy about those you’ve made. 


* + 


Better Farming with Better Buildings 


EST COAST Woods Promo- 
tion (Portland, Ore.) is out 
with a new farm book “to help the 
farmer by pointing out ways he 
can make his farm more profitable 
through farm buildings that really 
fit his needs.” Doane Agricultural 
service prepared the book. Lumber 
dealers sell the book for $1.00 and 
West Coast Woods backs it up with 
advertising in national farm maga- 
zines. Dealers are provided with 
display pieces and newspaper mats. 
Good. idea! The farm market is 
worth protecting. 


Now the bureaucratic planners are 
beginning to talk about creating 
unemployment in order to reduce 
buying power! 
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NEW YEAR 
SPECIALS 


1 Car 1x4” RL No. 3 KD 
YP Flooring 


1 Car 2x8’”—18’ No. 2 & iv AM 
Btr. YP AD S4S i Bye 

VY, Car 1x6’&§” RL No. 3 Wiz 
YP Pattern 105 Siding A 


\) 
H 


Start 1948 right by ordering a 
car of dependable quality 
Scotch lumber—known for satis- 
faction for over 52 years. 























Mixed Cars a Specialty 





















1] « Why should I use Firzite as 
a pre-sealer on Fir? 

\. BECAUSE FIRZITE DOES 

THESE 3 THINGS: 
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Firzite is available in either White Firzite, wiped off. The result 
or Clear. For surfaces to be stained, gives you a beautifully soft finish, 
feature Clear. As undercoating for plus a sealed surface . . . in one 
painted finishes, White isbest.You economical operation. 
can also tint Firzite to match finish Write today for full informa- 
coat merely by adding colors inoil. tion on Firzite and an explana- 
AND FOR BLOND, MODERN tion of our interesting Dealer 
FINISHES, feature White or Tinted Set-up. 


UNITED STATES PLYWOOD CORPORATION 


Exclusive Distributors of Firzite 
55 West 44th Street, New York 18, N. Y. 
BUILDING PropucTts MERCHANDISER 










AMERICA’S 


No.1 SOURCE 


for sash & door makers! 


PERMA 


—GLATLE 
GLAZING 
COMPOUND 


... provides top quality with all-around economy. Ease of 
application and quick setting speeds production. Never a 
need for reglazing because of its tenacious adhesion under 
all normal conditions. Once sash is glazed with Perma Glaze 
it’s ready for immediate shipment. Perma Glaze is designed 
to meet your requirements and exceeds highest specifica- 
tions on any job... proved by thousands of installations! 


PERMA GLAZE 
GLAZING COMPOUND 


Q. D. 
PRIMELESS 


PUTTY 


The original, unmatched primeless putty made only of 
highest quality ingredients to provide glaziers the utmost 
in service at lowest cost. No priming of sash is necessary, 
saving production time. Uniform quality, minimum shrinkage 
and fast setting combine to make this putty the favorite of 
glaziers the country over! 





For more Information or Special Requirements write Today! 


me BIDDLE «. 


AMERICA’S LARGEST EXCLUSIVE Jeeddég Makers 


612 S. MAIN ST., ST. LOUIS 2, MISSOURI 












Woodworking Patterns 


Designed to be used by home- 
owners who have no special skill 
and only the simplest hand tools 
are full size woodworking patterns. 
The patterns are available for 
furniture and toys of all kinds. 
The procedure simply consists of 
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tracing the pattern on wood, saw- 
ing and assembling. Every pattern 
calls for several dollars worth of 
such materials as lumber, hard- 


ware and paint. Required mate- 
rials are listed on each pattern and 





VRE 


SALES AIMS - LMERATURE 


the customer will buy not only the 
pattern but the materials. For 
more complete information write 
U-Bild Enterprises, Dept. AL&- 
BPM, Van Nuys, Calif. 


Inside Metal Storm Sash 


A new inside metal storm win- 
dow that combines with steel case- 
ment and screen to make a com- 
plete window unit has been intro- 
duced. The new Fenestra storm 
window is available, if desired, 
with a tilt-in vent at bottom to 
provide draftless ventilation, even 
in stormy weather; is said to be 
installed quickly and easily from in- 
side the room and fits snugly 
against the steel casement. An ex- 
truded rubber gasket, attached to 
the storm window frame, prevents 
metal-to-metal contact and also 
acts as a quick seal for the whole 
opening. Made of formed steel, 
bonderized, with a factory-bakéd- 
on coat of paint, the window is 
said to be hardly noticeable from 


inside or outside the house and 


does not interfere with draperies 


venetian blinds or curtains. Fo 
more complete information writ 
Detroit Steel Products company 
Dept. AL&BPM, 3103 Griffin 
street, Detroit 11, Mich. 


Miniature Kitchen Display 


A new miniature kitchen dis- 
play set for Youngstown kitchen 
dealers, with the equipment made 
of light, durable plastic, is an- 
nounced. Each model is an exact 


replica of a Youngstown unit, even 





to tiny metal handles on drawers 
and doors, metal faucets and sprays 
on cabinet sinks. The size and 
catalog number of each cabinet is 
stamped on its top. Every set in- 
cludes two miniatures of each 





DON’T 


increase safety—reduce 
manual handling with 
conveyors. Eliminate 
those costly time wast- 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 
and speedy handling 
of your products. 


CARRY 
CONVEY IT 


Cut handling costs — 


|? 








WAY AHEAD OF ANYTHING 


Get complete informa- IN THE LOW-COST PLANER FIELD ! 


tion today — write for 
Bulletin No AL-18. 


Standard Conveyor Company 
General Offices: 
North St. Paul 9, Minnesota 
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Built for the precision accuracy formerly obtainable 
only with the larger machines. A husky producer 
with wedge adjusted bed, and many patented features 
promoting convenient, time-saving operation and 
highest quality work. Big enough to meet all the 
requirements of retai! lumber companies and many 
wood-working establishments. Capacities: 24” x 8” to 
30” x 8’. Priced way below the larger planers. Every 
user is a booster. Write for Bulletin No. 54. 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICH. 
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Al Clements Daomber Co. 


MANUFACTURERS & WHOLESALERS ¢ DOUGLAS FIR LUMBER 


Industrial and Housing Matenals 


EUGENE, OREGON P.O. BOX 908 PHONE 5640 


4 


OS OS SSSETSSHSS: 
0090999096868 600 





Sitka Spruce Lumber 


and 


Box Shook 


POLSON 
Lumber & Shingle Mills 


Division of 


Polson Logging Company 
Hoquiam, Washington 


TT 


















P, "0. rg 2140 LITTLE ROCK ot se 
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Rage 


... has served the LUMBER INDUSTRY exclusively for 
more than 43 Years with FIRE AND ALLIED INSURANCE 
COVERAGES ...and FIRE PREVENTION SERVICES 


Inquiries Invited 


US. Cgperion Forlani Compiang 


1000 R.A. LONG BLDG. KANSAS CITY 6, MO. 
509 TERMINAL SALES BLOG 1205 NATL. BANK OF COM BLL 1309 CONCOURSE BLDG 
PORTLAND 5, ORE NORFOLK. VA ., TORONTO 1, CANADA 








J. J. LYNN, President 


BUILDING Propucts MERCHANDISER 











piece of equipment, plus standard 
type range and refrigerator, a 


door and two windows. The set 
comes with floor and walls. It can 
be used in the sales room, for win- 
dow displays, and for showing 
customers how their kitchen will 
look. For more complete informa- 
tion about this display and about 
Youngstown kitchen cabinets write 
Mullins Manufacturing company, 
Dept. AL&BPM, Warren, Ohio. 


House Nailing Booklet 

To add to the technical litera- 
ture on homebuilding, there has 
just been published a new publica- 
tion Technique of House Nailing. 
The illustrated booklet deals with 
one of the oldest and most basic 
phases of the homebuilding pro- 
cess, but one on which little pub- 
lished instruction is available. The 
study was prepared by the Forest 
Products Laboratory, a part of the 
Forest Service in collaboration with 
the technical staff of the Housing 
and Home Finance agency. The 
booklet contains more than 50 illus- 
trations of correct nailing — tech- 





niques. It shows the most econom- 
ical use of nails for effective con- 
struction. Copies are available from 
the Superintendent of Documents, 
Government Printing Office, Wash- 
ington 25, D. C. for 20 cents a copy. 


Flame Resistant Flooring 

A stain, scar and flame resistant 
flooring material has been intro- 
duced. The new material comes in 
a wide range of colors and marble- 
ized patterns. In addition to its 
use as a floor covering material, 
the product, produced in a variety 
of gauges, is said to be suited for 
use on kitchen drainboards, coun- 
ters and desks. As a supplemen- 



















Dependable Quality 


KILN DRIED 
SOUTHERN PINE 


* Dimension 


* Shiplap & CM 
* Flooring * Interior Trim 


* Drop Siding and Mouldings 


Also Southern Hardwoods 
Elm, Ash, Beech, Red and Sap Gum, 
Red and White Oak 





DAVIS BROS. LUMBER CO. 


Ansl isi 
nsley, Louisiana 
Serving Quality Buyers for More Than 6O Years 








hor 





use for 


WATER 





a OXIC 


WOOD PANELING 
Protection Products Mfq. Co. 


Research Laboratory and Plant KALAMAZOO, MICH. 





Scribner’s Lumber & Log Book 


Indispensable for lumber merchants, sawmill men, etc., 
190 pages, vest pocket size, giving tables on scantling 
and plank measure, round timber reduced to square 
timber and round logs reduced to inch measure by 
Doyle’s Rule, log tally calculations, and other valuable 
information. Over 2,500,000 copies sold. 


75c POSTPAID 


American Lumbermaan, Inc. 
139 N. Clark St. Chicago 2, Illinois 





















SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 


*THE SHEVLIN-HIXON COMPANY 


Bend, Oregon 


"Member of the Western Pine Associa 
tion, Portland, Oregon. 











NEW YORK 
Ss 1604 Graybar Bldg. 
Pandasta Fixe Woedwotk Mohawk 4-9117 





Shevlin Pine Sules Company 


DISTRIBUTORS OF 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 





SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 











CHICAGO 
1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bidg. 
Exbrook 7041 
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URANTA 


-- Offers You Long-Time Service 


Pioneer in reforestation, Urania is growing new 
timber to serve your needs in Southern Pine and 
Hardwoods for many years to come. Urania has 
over 110,000 acres of timberlands under selective 
harvest. 


Urania is a good organization to tie to for thorough 
satisfaction on your current and future needs. 


The URANIA LUMBER CO., Ltd. 


URANIA, LA. 


Lumber Manufacturers and Tree £ #;mers 
Members S. PA. S.P.1.B., Southern Hardwood Pre ducers 
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a YELLOW PINE = 
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Send us your 
inquiries and orders. 








Shipping Point: Fitzgerald, Ga. on $.A.L.RR. 


CAMPBELL 


COAL COMPANY 


—~ 238 MARIETTA ST., N. W. 
P. O. Box 1498 


ATLANTA 1, GEORGIA 
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80 years of service 
to the sash aad door 


indus 






PAR-TOX a 


MODERN WOOD PRESERVATIVE 


@ IT not only prevents termites and decay, 


but also allows the surface to be painted, 
stained or varnished. PAR-TOX does not 
leach out. From its first application fifteen 
years ago, there is no evidence of any loss 


of toxic value. 


WHEREVER wood is used, PAR-TOX treat- 
ment is an economical measure for conserva- 
tion — it greatly lengthens the life of any 


wood product. 


Specify ‘‘PAR-TOX 
Treated” on your next 
order. 


PERS 
























RAINY LAKE LUMBER CO. Ltd. 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products of J) A. MATHIEU, Ltd, Rainy Lake. Ont. 











IRA PARKER & SONS .CO. 


OSHKOSH, WISCONSIN 








tary material, a cove base has been 
introduced for use with the new 
flooring. The material ‘can be in- 
stalled either in strip or tile form. 
Because it is extremely thermoplas- 
tic, it is said the flooring will flow 
around sharp corners and other in- 
dentations without cracking. For 
more complete and detailed infor- 
mation write Goodyear Tire & Rub- 


-ber company, Chemical Products 
division, Dept. AL&BPM, Akron, 
Ohio. 


Cabinet Hardware Display 

Just released is a new counter 
display to promote cabinet hard- 
ware. Finished in snowy white 
with blue trim this sturdy, compact 
display board sets off the smart de- 
signs and finish of Akron hinges, 
catches, handles and knobs. It is 
designed to catch the customers 


eye and it is said to take up very 









| 
| 
"@ fh ai=2 


little space on the counter. For 
more complete information about 
this line of cabinet hardware and 





about the display write Akron 
Hardware Manufacturing corpora- 
tion, Dept. AL&BPM, 36-16-18 


33rd street, Long Island City 1, 
N. Y. 


Power Tool Dealerships 


Dealerships for the first time 
are being offered on an established 
line of portable electric saws, disc 
sanders and belt sanders for the 
building industry, it is announced 
by the American Floor Surfacing 
Machine company. The introduc- 
tion of these tools to the trade 





through building supply dealers 
will make it possible for these 
tools to reach the hands of carpen- 
ters, builders, wood-working shops, 
ete. The portable electric saw will 
cut wood, stone, metal, tile, com- 
positions and wired glass. Dealers 
interested in more details should 
write American Floor Surfacing 
Machine company, Dept. AL&BPM, 
Toledo, Ohio. 


Siding, Roofing Folders 


Two new full-color folders have 
been published by Flintkote. The 
first describes asbestos - cement 
sidings, illustrates the two surface 
textures—-woodgrain and smooth 
finish, and shows how the siding 
can be used to remodel homes. The 
second folder gives a complete de- 
scription of Flintkote Thikbut roof- 
ing shingles. It gives the features 
of the shingles and illustrates how 
they are made. Two of the many 





FLOORING 
MAHOGANY / 


Red 


We are now able to offer the following stock 
which is thoroughly dry: 


2 cars 6/4 No. 2 Com. & Btr. Appalachian 
Oak 


Li 4 
LL ELLA Lily 


2 cars 8/4 No. 2 Com. & Btr. Appalachian 


Hickor 

. 1 car 8/ 

2 cars 4/4 No. 2 Com. 

Oye 2 cars 8/4 No. 2 Com. Poplar 


Y Gy LOPISS IIIS, 48 
CMLL 


7 


Low. & Btr. .+4 White Oak 


Btr. Beech 
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colors the shingles come in are 
shown. For copies of these fold- 
ers write Flintkote company, Dept. 
AL&BPM, 220 FE. 42nd _ street, 
New York, N. Y. 


Combination Refrigerator- 
Freezer : 


A new two zone combination re- 
frigerator-freezer, which permits 
dealers to demonstrate a complete 
home freezer and a high humidity 
refrigerator by opening a separate 
door to each compartment, is now 
available. The combination unit 
heads the 1948 Hotpoint line. A 
recent Hotpoint survey shows that 
consumers are on the look-out for 
combination units. The upper com- 
partment is for freezing and stor- 
age of frozen foods and the lower 
for normal refrigeration storage. 
The over-all capacity is 8.2 cubic 
feet. Both compartments are equip- 
ped with automatic lights. For 
more complete information write 
Hotpoint Ine., Dept. AL&BPM, 
5600 W. Taylor street, Chicago 44, 
Ill. 


Floor Finishing Selector 


The Johnsons Three-Step Floor 


Finishing Selector is a compact 
slide-rule guide for all those in- 
terested in proper floor finishing 


and maintenance and is being of- 
fered without charge. By means 
of a slide and widow arrangement, 








the essential steps in finishing any 
type of flooring appear in proper 
sequence as the slide is moved up 


or down. The user merely selects 
the type of floor to be finished, 
moves the slide through the three 
simple steps and the proper finish- 
ing material, application methods 
and reasons why appear. These se- 
lectors can be obtained by writing 
S. C. Johnson & Son Inc., Dept. 
AL&BPM, Racine, Wis. 
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Current Statistics on 
Output and Distribution 


Lumber shipments of 404 mills reporting to the Na- 
tional Lumber Trade Barometer were 4 percent above 
production for the week ending Dec. 13, 1947. In the 
same week new orders of these mills were 12.8 percent 
below production. Unfilled order files of the reporting 
mills amounted to 51 percent of stocks. For reporting 
softwood mills, unfilled orders are equivalent to 25 
days’ production at the current rate and gross stocks 
are equivalent to 46 days’ production. For the year- 
to-date, shipments of reporting identical mills were 
2.1 percent above production; orders were 2.1 percent 
above production. Compared to the average corre- 
sponding week of 1935-1939, production of reporting 
mills was 43.6 percent above; shipments were 61.1 
percent above; orders were 9.5 percent above. Com- 
pared to the corresponding week in 1946, production 
of reporting mills was 7.2 percent above; shipments 
were 17.6 percent above and new orders were 3.1 per- 
cent below. 


Southern Pine 


Production of Southern Pine by the 102 mills re- 
porting to the Southern Pine Association for the week 
ending Dec. 13, 1947, amounted to 14,913,000 feet. 
This was 3.48 percent below the three-year average 
for the same mills. Shipments for the week of Dec. 13 
amounted to 15,257,000 feet. This was 2.31 percent 
above production for the week. Orders placed during 
the week amounted to 15,465,000 feet or 3.70 percent 
above production. 


Western Pine 


The 104 mills reporting to the Western Pine Asso- 
ciation for the week ending Dec. 13, 1947 cut 65,- 
731,000 feet. The same week a year ago the cut was 
63,785,000 feet. Shipments were 66,794,000 feet com- 
pared with 57,302,000 feet a year ago. Unfilled orders 
on file at the end of the week totaled 154,528,000 feet 
compared with 186,832,000 feet a year ago. Gross 
stocks stood at 735,125,000 feet compared with 726,- 
109,000 feet for the corresponding period in 1946. 


Douglas Fir Production 


Lumber production in the Douglas fir region of 
Western Oregon and Washington is estimated at about 
7,500,000,000 board feet, an increase of about 200,- 
000,000 over that for 1946. This is the highest pro- 
duction of any peacetime year since 1930, reports the 
West Coast Lumbermens Association. A rough esti- 
mate places about 62 percent of the production in 
Oregon, about 38 percent in Washington. 


in the Market Centers 


TACOMA—This year’s holiday shutdowns were of 
relatively short duration because business continues 
to hold up so well. There has been no break in prices 
which continue to be pretty much all the traffic will 
bear. Deliveries are still the major problem with car 
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BALANCER-ACTION, WEATHERSTRIPPING BENEFITS IN 
He -téle 
WINDOW STAYS 


One operation to insure snug-fitting, 
free-sliding sash for all double-hung 
windows. Aiir-tite Window Stays ap- 
ply evenly distributed pressure onto 
both upper and lower sash towards 
the parting bead. Thus, weather in- 
filtration and slackness between sash 
and parting bead is eliminated and 
windows will remain at any desired 
height without cords, weights, pulleys 
or balancers. 


Air-tite Stays simplify inventery 
problems. They are the convenient, 
economical and logical way to 
finish new, old or completed window 
units. Write today for descriptive 
folders and prices. 


The plunger of each 
Air-tite Stay expands 
and contracts against 18 
lbs. of spring action. This auto- 
matically adjusts to wood swell- 
ing or shrinkage, allowing sash to be 
raised or lowered freely at all times. 


Ute -tite 






























Cut-away view - Actual size 
U.S. Pat. No. 2,187,412 


WINDOW STAY COMPANY, CHICOPEE, MASSACHUSETTS 











STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 


Wire or write today for 
full particulars. 


The Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 
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LINDSEY 
Self -Loading 
Skidders 


are used with either team 
or tractor. On short hauls, 
snaking, and bunching 
logs, they are unexcelled. 











Lindsey Wagon Co. 


Sole Manufacturers 
Laurel, Miss. 




























H. B. Jordan, Gen. Mgr. C. M. Jordan, Treasure: 
J. B. Deutsch. Detroit Mgr 
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Clarke County Lumber Mills 


Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets. 
Crating and Fabricated ‘tems. 


2 se + 
Phone: TEmple 1-2924 Phone: L. D. 167 
834 Maccabees Bldg. Anderson Building 
DETROIT 2, MICH. THOMASVILLE. ALA. 


















D. M. McCuintock LuMBER Co. 


Terminal Sales Building, PORTLAND .5, ORE. 
Telephone: Atwater 9355 


Douglas Fir, Red Cedar, Sitka Spruce 
and Hemlock Lumber -- Shingles 


Mill Agents for 
Engle & Worth Lumber Co., McMinnville, Oregon 
Timber, Inc., Harrisburg, Oregon 
Luckiamute Lumber Co., Pedee, Oregon 































HOUSTON 


Grateless, Air Cooled 


REFUSE 
INCINERATOR 


Engineering Service & 
Estimates Furnished 
Without Charge 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 


HOUSTON 1, TEXAS 
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LUMBER MARKET 





shortages continuing to keep rail space at a premium, 
although water borne space is somewhat easier. An 
increase in the amount of lumber shipped here by 
water from Alaska is anticipated as a result of a rate 
reduction of about $1.50 a thousand on southbound 
lumber cargoes announced by Alaska’s three main 
steamship companies. Illustrative of the prevailing 
prices was the announcement yesterday that six bid- 
ders submitted bids in Aberdeen on approximately 
46,000,000 board feet of timber in the Olympic Na- 
tional Forest. The Acme Door Company, Hoquiam, 
the high bidder, submitted a bid of approximately 
$8.10 per thousand board feet for about 6,300,000 feet 
of Douglas fir; $7.20 for 3,600,000 feet of western red 
cedar; $8 for 800,000 feet of Sitka spruce; $7.50 for 
20,000,000 feet of western hemlock and $5.60 for 
15,300,000 feet of Pacific silver fir. 


SEATTLE—The logging industry of the Pacific 
Northwest on the western side of the Cascades in 
Washington and Oregon is in the best position in 
years. As of Dec. 1 the Puget Sound inventory 
totaled 563 million feet or about four million less than 
Nov. 1. A year ago the figure stood at 352 million 
feet. Prices and demand continue firm except for 
green lumber which has eased slightly. However, green 
lumber in specified lengths is as hard to get as ever. 
It is hard to get any prices for upper items, particu- 
larly for flooring and ceiling. Dimension has weak- 
ened some from the high point reached but No. 2 and 
btrs has brought $71 at the mill. Timbers bring $60 
to $65 in random lengths. Shingles are selling from 
$9.50 to $11. Green lumber is a little easier to get in 
random lengths and No. 2 shingles can be bought in 
straight cars. Some mills find it necessary to include 
some No. Is in a car in order to sell No. 2s. 


KANSAS CITY—Retailers are slowing down in 
their purchases of lumber in recent weeks, reflecting 
resistance to the high prices rather than a satisfac- 
tion of demand. With yellow pine and fir costing re- 
tailers about $100 a thousand board feet delivered to 
their yards, it is obvious that when their markup is 
added, the cost to the contractor is pretty stiff. Pro- 
duction is good and mills have no trouble moving all 
their cut at reasonable prices, but many of the smaller 
mills are demanding exorbitant prices —- some $10 
per M over the average of the larger producers. No. 2 
kiln dried boards are bringing from $78 to $82 a M 
at the big mills; others are quoting as high as $90. In 
the case of No. 1 dimension 2x4s and 8s, the price 
range from the big mills is from $80 to $85 with $6 
less for No. 2 grades. Many small mills are asking as 
much for No. 2 as the large mills ask for No. ls. A 
car shortage is retarding full shipments from the 
Southwest and distribution is erratic. The requests 
for mixed cars by retailers is going unheeded and vir- 
tually all shipments are for straight car lots. The oak 
flooring market is very strong with production at an 
all-time peak. Demand is heavy but buyers are not 
as plentiful as a month or so ago. A wide price range 
is noted due to the different policies of producers. 
Some are selling 25x32x2'4 clears at $175 to $185 
while others are quoting $250. Some variations exist 
in selects with the range running from $160 to $230. 
Victory grades are slowly passing out of the picture, 
but some are being produced to sell from $150 to $200. 
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DIAMOND <=> HARD 
Maple, Birch, Beech FLOORING 


KNOWN FOR QUALITY 
from 
MAINE to CALIFORNIA, 


‘Manufacturers WELT . LUMBER CO. 
MENOMINEE, 
MICHIGAN 














STEWART Iron and Wire Products 


are profitable to handle! 


Lumber dealers everywhere are finding it well 
worth their while to tie in with Stewart as their 
source of supply for iron and wire building 
products. Stewart manufactures Chain Link 
Wire and Iron Picket Fences for all types of » a 




















property; also such items as Wire Window Six EX ot 

Guards; Stairway and Balcony’ Railings; = i Me 
Grilles; Iron Clothes Poles, and many others. fb villain Wa All 
Write for Catalog No. 83 and get your share ee ee ots 
of the profits that other dealers are now enjoy- y TJ 
ing through the sale of Stewart products. L“’ ipdeme a 


seal §=THE STEWART 
WIRE IRON WORKS CO., Inc. 
FE N Cc E s 1551 Stewart Block 


CINCINNATI! 1, OHIO 





Rogue Lumber Sales Co. 


Clyde M. Shumaker, Manager 
P. O. Box 707, Medford, Oregon 


Phone: Central Point, Oregon, 1091 


Specializing in the Distribution of All 
West Coast Woods 


In addition to our general wholesale business, our 
company operates a large concentration yard at Cen- 
tral Point, Oregon, where we bring in the best avail- 
able rough stock from small and medium-sized mills 
for remanufacturing and shipping. Dry kilns and the 
most modern remanufacturing plant in Southern 
Oregon are now under construction and will be in 
operation shortly. The new plant will increase our 
output to over 250 M per day of quality lumber. 


We Invite Inquiries. 


Exclusive Sales Agents for 


Southern Oregon Planing Mill Company 
and 
Jackson Creek Lumber Company, Inc. 


Standard Yard Items 


Reputable Sales Representation Throughout the Nation 











Independence Lumber 
& Manufacturing Co. 


Independence, Oregon 


Telephone 44 Teletype 370 


Manufacturers 


DOUGLAS FIR 


Boards, Dimension, Plank, Timbers, Lath 


Your inquiries will have our prompt attention. 














Gives Siding Jobs Improved 
Protection and Appearance 
















SUILDING Propucts MERCHANDISER 


oxidized zinc. . 


tails write 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, 


On every Asbestos Siding job, 
where appearance is essential, you 
can save valuable time, simplify 
fitting at corners and along win- 
dow and door frames, give added 
protection, by using individual 
zine corner strips .. . 


Made of 


. will not stain. 
Lengths suitable for any Asbestos 
Siding Shingle. For complete de- 


Ind. 





Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 













































































el : auditing department and has been Se 
REDUCE FIGURING ‘ Yam’ WM TRE MEWS with the company for 10 years. 
9 Gold service pins and a sum of it 
Appointments and Promotions money were presented to 20-year oe: 
— employes of the PENN METAI ma 
RIGINAL DHNER CO., INC., Parkersburg, W. Va., ai sch 
a recent dinner meeting. Announce- pel 
HANDY CALCULATOR ment was also made that life in- car 
surance policies had been increased j 
from $2,500 to $5,000 and health - 
insurance extended to families of ths 
workers. A building program now “4 
underway at the Parkersburg plant lit 
will provide 33 per cent more floor hi 
space to house new equipment on ie 
order and to warehouse raw stee! ; 
and finished material _ 
Be modern! Calculate board feet, : . sina ads 
compute invoices and figure estimates 
MECHANICALLY — faster, easier, Le 
cheaper, more accurctely. Companies Announce shc 
+. . | Ry - 
Order a machine on trial! HARDMAN LUMBER COMPANY, Os- ri 
See for yourself how this entirely . : ae to 
portable low-cost, speed calculator borne, Kans., has recently moved its nal 
apenas alae uae eles general offices from Downs, Kan., to a 
reduce your office overhead. Osborne. The company has a very all 
You'll want one of these mechanical modern office and wholesale center — 
figuring wizards on every desk. Does ° str 
every kind of figuring job—adds, sub- at the new location. i 
tracts, multiplies, divides. or 
Immediate Delivery W. D. Ben PIONEER WHOLESALE SUPPLY COM- ] 
Ask for Bulletin PP-13 W. D. BELL has been appointed paomady me S. 4th hones be — act 
sales manager of the Tel-O-Post a. vee ae at Chins sie sto 
Ivan Sorvall. Inc. | | company, Akron, Ohio. Mr. Bell, for- the Richkraft company, Chicago, pr 
J : : ea ° for the states of Utah, southeast lad 
210 Fifth Ave.. New York 10, N. Y. merly general manager of the Telair ati sail celica Madiiaale ad 
company, will direct the distribu- me Se WEEeeee Wy yeeene- are 
tion of all products. 
P AMERICAN ROOF TRUSS COM- 
3 _Lumbermens Mutual! Casualty PANY, 25-year-old Chicago and Los 
Shortleaf Pine company recently announced the ap- Angeles firm, announces the open- 
pointment of R. B. WALKER as a ing of new and permanent quarters I 
Lumber junior executive of the company. at 235 W. 37th place, Los Angeles. ‘a 
Mr. Walker is supervisor of the The phone number is ADams 3-4151. “ae 
Bac 
For Today | his 
‘ fau 
and Tomorrow | at 
| sch 
While Ozan mills make ; 
lumber for today's housing » one 
needs, tomorrow's timber 4 deg 
crop is growing on the ; ati 
Ozan forest farm. i fan 
But today our Number : — 
One job is PRODUCTION pus 
. . to supply our dealers } mo 
with needed lumber and | var 
other building material. ; an 
Making every effort to : 7 
catch up with demand. wel 
High-speed production— Mr. 
but never at the sacrifice 
of quality. 7 
Every foot of Ozan Pine an 
is scientifically kiln-dried, 
carefully manufactured, at ma 
all times kept under cover. 15 
The Ozan Policy: CON- tail 
SERVATION WITH USE. pin 
ASSEMBLED here are most of the members of the new Stained Shingled and Shake association ann 
which was formed in Seattle, Dec. 8. Left to right they are: back row: Charles Melby, Everett, wa) 
Wash.; Frank West. Seattle: Ralph Byers, North Tonawanda, N. Y.; H. P. Carpenter, Vancouver, con 
Lumber Co B. C.: middle row: J. Earl McNair, Vancouver, B. C.; P. H. Puffer, North Tonawanda, N. Y., © gro 
a P. W. Bailey, Seattle; I. E. Phillips. Cleveland: H. W. Neuman, Seattle; foreground; Frank Hackett, ser’ 
Columbus, Ohio: Paul R. Smith. Seattle: Henry OlweH, Everett, Wash.; John Puffer, North Tona- _— ; 
Prescott, Ar k. wanda. Philip W. Bailey was elected president of the group. whe 
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Selling Store Fronts 
(Continued from Page 32) 


t least once a month, oftener if 
ne feels one is necessary. Each 
manager is on a definite salary 
cchedule, plus bonus, the details 
being worked out separately for 
each yard. 


The organization is continuing 
{o expand its lines with the idea 
that the ultimate consumer must 
be served by the dealer, whether 
directly or indirectly. Neverthe- 
less, Mr. Bader firmly believes that 
while materials and services of- 
fered by the dealer must be 
adapted to the times and the geo- 
graphical location he serves, they 
should all be closely related to con- 
struction. He is frankly opposed 
to gadgets for over-the-counter 
merchandise. He is strongly in 
favor of new materials that actu- 
ally contribute something to con- 
struction either via the contractor 
or directly to the consumer. 


Backing up this opinion with 
actual products, Bader stores now 
stock aluminum windows, water- 
proofing paints, steel jacks, step 
ladders and similar products that 
are a part of the home. 


PROMOTES INDUSTRY EDUCATION 


Building products merchants 
generally, Mr. Bader believes, have 
been backward merchandisers. Mr. 
Bader is doing what he can among 
his own personnel to correct this 
fault. All his managers are grad- 
uates of the J-M housing guild 
schools. Seven of his men have 
completed 30-day short courses; 
one recently completed a four-year 
degree course in light construction 
at the University of Wisconsin. To 
familiarize each recruit with the 
business, Mr. Bader believes in 
moving his men around to the 
various yards. Under this policy, 
«a new man in the industry becomes 
well grounded within 18 months, 
Mr. Bader finds. 


The Bader Corp. is now doing 
an annual business of approxi- 
mately two million dollars. About 
75 per cent of this volume is re- 
tail. The firm’s industrial and 
commercial volume is very heavy 
and a cement block plant is under- 
way to service this business more 
completely. The Bader Corp. has 
grown and expanded its diverse 
services with the city of Gary, 
whose population of 130,000 has 


BUILDING PRopucts MERCHANDISER 


almost doubled since the first Bader 
yard was organized. 


The motto of the Bader Corp. 
is “Forty-One Years of Depend- 
able Building Service.” Corpora- 
tion officers who help implement 
this motto are C. W. Bader, presi- 
dent; A. W. Brandt, vice presi- 
dent; L. M. Michaely, secretary, 
also manager of the Calumet Sup- 
ply Co., and H. A. Roy, treasurer. 

Yard managers in the Bader or- 
ganization not previously men- 
tioned are Kenneth Gustfson, Steel 
City Lumber & Supply Co.; George 
Mathies, Fifth Ave. Lumber Co.; 
Herschel Moore, Gary Materials 
Co. and A. W. Brandt, Jr., East 
Gary yard. 


Effective Marketing 
(Continued from Page 38) 


from both manufacturers and dis- 
tributors for good sales training 
courses and materials are available 
to train dealer salesmen in more 
effective selling. 


Realizing that a buyer’s market 
will eventually shape up, are we 
prepared for the fact that it will 
be a total U. S. market about dou- 
ble that of pre-war days? It will 
take vigorous sustained advertis- 
ing and selling to dispose of all the 
goods and services we can produce, 
but on that basis our double-size 
capacity to buy should absorb near- 
ly everything we have the capacity 
to produce. 


In conclusion, let me summarize 
the highlights of the marketing 
outlook for 1948. Our industry 
faces growing and expanding mar- 
kets in which many basic changes 
as to consumers’ perferences are 
taking place. Further, there is 
much that building material and 
lumber dealers can do now so that 
their organizations acquire better 
product knowledge, improve the 
service given to prospects and cus- 
tomers, promote products more ef- 
ficiently, and sell them aggressively 
so that they may be fully prepared 
to more efficiently distribute prod- 
ucts to the mutual benefit of all 
concerned. We know, as Fortune 
magazine has so aptly stated that 
“distribution, in the sense of sell- 
ing things, as against making 
things, is part and parcel of the 
kind of free political economy that 
the United States champions.” We 
shall, I am certain, make our full 
contribution during 1948 and in 
the years that follow in helping 
build the better world of tomorrow 
which is the goal of all freedom 
loving people. 








ADVERTISING 


PAYABLE IN ADVANCE 


American Lumberman 6& Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classified 
advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
— style. No cuts or special borders allowed. 
or advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. ublisher reserves right to classify, 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 


Rates — Cash With Order 
Minimum Charge $2.00 


For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 
Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 
Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 
There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 

When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Illinois 








HELP WANTED 








Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work, 
union scale. Addess E-42, American Lumber-’ 
man. 





SALESMEN WANTED 


to call on lumber and builders’ s upply deal- 
ers, with complete line of Metal Building 
Specialties. Most territories open. Address 
P-43, American Lumberman, Inc. 





Man under 45, ambitious, thoroughly capable 
of taking full charge of growing retail yard. 

Splendid. opportunity for right man. Submit 
oto, and salary requirements. Address T-60, 
American Lumberman, Inc. 





Wholesale building materials company in 
Western State. Established sever years. 
Splendid connections. Real opportunity 
present and future for e oe — 
tent man. Address S-66, erican Lumbe 
man, Inc. 





Wanted 


Millwork salesman and estimator to take 
charge of millwork department in sash and 
door factory selling at retail. Give experi- 
ence and salary expected. Address S-68, 
American Lumberman, Inc. 





Wanted: A sash and door salesman for Illi- 
nois territory. State your -experience. If 
single or married. Address T-23, American 
Lumberman, Inc. 





WANTED—Capable experienced lumberman 
to develop sales force calling on contractors 
and industrials. Excellent opportunity, old es- 
tablished firm. Permanent. Confidential. Chi- 
cago. — Box T-61 American Lumber- 
man, Inc. 
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HELP WANTED 





USED MACHINERY WANTED 





MISCELLANEOUS — FOR SALE 








SALESMEN WANTED. Unique. new, patented 
small- hardware item, perfect for lumber and 
hardware retailers, (sold 1, million in 6 
months), long dealer discounts, large com- 
misions on initial and repeat orders. Good 
salesmen earn $25.00 daily. Territories east of 
Rockies and north of Ohio available. King- 
Chippewa Co., Mfgrs., 2517 California, St. 
Louis 4, Mo. 





Wanted—Sawyer for 8’ Band Mill, West Vir- 
ginia, Good job and living conditions. House 
available. Advise age, . “24 references, 
and full history: Also Filer for same mill. 
Address T-47 American Lumberman, Inc. 





BUILDING SUPPLIES SALESMEN — Midwest 
wholesale organization has opportunities for 
three men, under 45, experienced in lumber 
sales. Must have car and be willing to travel. 
Promote sales of lumber and building sup- 
plies to established retail outlets. Straight 
salary. Openings in northwest Iowa and 
South Dakota; Nebraska and Kansas. Write 
stating age, education, experience and salary 
required. Replies held confidential. Address 
T-50 American Lumberman, Inc. 





WANTED: Chief Inspector to take charge of 
yard grading and shipping at new Hardwood 
Mill —— =! 500,000 feet per month. New 
home available—reasonable rental—good liv- 
ing conditions. Address T-62 American Lum- 
berman, Inc. 





LUMBER — Production and sy manager 
wanted for large woodworking plant in 
metropolitan New York, which manufactures 
wood boxes, also stock and special millwork. 
Operates modern high-speed planing and re- 
saw and molding mills. Old established busi- 
ness offers an extraordinary opportunity for 
one able to supervise completely and actively 
all phases of operations. Reply in detail, giv- 
ing full background of experience and train- 
ing. as well as — details, such as age, 
whether married, etc. etc. Replies will be 
held confidential. P. O. Box No. 226, Church 
Street Station, New York 8, New York.— 
Desk 39. 





WANTED—Hardwood Lumber Inspector. Good 
working conditions and steady employment. 
Give references and salary expected in your 
reply. Address T-63 American Lumberman, 





MALE HELP WANTED 


Salesman for wholesale Yellow Pine Lumber, 
hardwood, Pacific Coast Lumber and other 
building materials for the State of Florida. 
Must be between the age of 30 and 40 years 
old and had actual selling experience in 
lumber. Willing to pay a salary and com- 
mission to a good energetic salesman with 
a personality and who is willing to work. 
Address T-49 American Lumberman, Inc. 





Will trade stock sash, doors, general millwork 
and building materials for self-feed ripsaw. 
9-foot equalizer, 48°’ double deck sander or 
other sash and door machines. Write Box No. 
C-60, American Lumberman. 





Machinery Wanted 
Planer and Matcher, 8" x 14” 
4 or 6 knife—Round Cylinders. 

Write us what you have. 
Bridgers Lumber Company 
Tuscaloosa, Alabama 





1—Band Saw Grinder for 8" saws. 

1—Swedge No. 4 and Shaper for 17 gauge 
saws. 

l—Heavy Duty Self Feed Rip Saw. 

Give description, make and price. 


BISHOP LUMBER COMPANY 
2315 Elston Ave., Chicago 14, Ill. 





Will exchange 26’ Buss 4L Planer, less than 
year old, for similar 30°’ planner. NORTH 


Pp 
ae WOODCRAFT CORP., DOLGEVILLE, 





WANTED: Good used 71/2 ton fork lift truck. 
= Willingham Sash & Door Co., Macon, 
a. 








LUMBER & DIMENSION WANTED 








Lumber and Logs Wanted 
SOUTHERN HARDWOODS 


150,000’ No. 1 Com. & Bet. plain or qtd. Sap 
Gum. 50% 4/4, 25% 5/4’. 25% 8/4". 
500,000’ Oak Wagon Planks, rough, green. 
To be NHLA inspected for buyer's account. 
50,000 Pcs. Oak Ties 6’’x10’’—8'6"’, 8’ face. 

APPALACHIAN HARDWOODS 
150,000’ No. 1 Com. & Bet. plain red oak. 
000’ No. 1 Com. & Bet. rf white oak. 
*, 2% 5/4. 2% 8/4". 

No. 1 Com. & Bet. tough ash, 50% 
4/4°", 50% 8/4. To be NHLA inspected for 
buyer’s account. 

BUTT LOGS 
14” and up diameter, 10 ft. and up long 
Poplar, Gum, Hard Maple, Hickory. 


ERNST SEIDELMANN CORP. 
Woolworth Building New York 7, N.Y. 


FISHING CANES: 50 or 5,000. Steel Rod $2.75, 
Jointed Cane $2.75. Jointed Aluminum Red 
$6.95. Baseball Bat $3.35. Ferrules, Guides, 
Grips, Butts, Clamps, Lines, Lures, Reels, Re2] 
Seats, Creels. Many other fishing items. Dec!- 
ers write. Bob Pace, Combs, Ark. 





Disappearing Attic Stairways. Write for de- 
scriptive catalog sheets. Craig Company, 
1029 Talbotton Road, Columbus, Georgia. 





FOR SALE 
Approx. 1,400 Tons—Light Relaying Rail. 
” 25 to 45 lbs. per Youd 
Contact 


COMMERCIAL METALS COMPANY 
P. O. Box 1046 


Dallas 1, Texas 








MILLING IN TRANSIT 








We solicit dressing and resawing in transit, 
both Hardwood and Pine. Can size timbers 
up to 14’x20’.. We also kiln dry Pine. All 
freight refunds are deducted from face of ow 
mill invoice. GRAYSON LUMBER COMPANY, 
INC., BIRMINGHAM. ALABAMA. Phone 9-113]. 


BUSINESS OPPORTUNITIES — 














If you have equipment and timber to manu- 
facture Ponderosa Pine, we will finance. Write 
complete details in first letter, include refer- 
ences, financial & moral, equipment on hand, 
amount of standing timber owned and amount 
available. United Mills Company, 1219 S. 
Washington St., Peoria, Illinois. 





Want to hear from concern interested in par- 
tial financing small high speed planing mill 
handling fifty to seventy thousand feet daily 
including clears. All Ponderosa Pine. Address 
T-53, American Lumberman, Inc. 





MODERN PLANT 100x100 
Employ twenty-five: northwestern Pennsy]- 
vania city 25, manufacturing doors, win- 
dows, storm-screen doors; millwork; large de- 
mand; rent $100; lease; price $15,000. APPLE 
COMPANY, Brokers, Cleveland, Ohio 


BUSINESSES FOR SALE | 














WANTED — BASSWOOD and/or WESTERN 
WHITE PINE, clear, kiln dried. glued dimen- 
sion; 9/32’ thickness; smooth resaw; even 
thickness; squarely cut and equalized to 1/64” 
tollerance; sizes ranging from 6-!/,'’x12-1/2"" to 
9-1/,'’x29"’; indefinite number of carloa re- 
gga Address S-53, American Lumberman, 
nc. 








SITUATIONS WANTED 








RETAIL MANAGER: Now employed, desires 

change. Age 50, best of health, experienced 

all phases retail lumber, building material, 

coal, paint, etc. Excellent record, outstand- 

ing collector, best references. Prefer Mid- 

a Address T-42, American Lumberman, 
c. 





Desire position as manager of wholesale 
millwork business. Write T-43, American 
Lumberman, Inc. 





Capable executive with enviable record in 
the successful management of large retail 
and wholesale yards and as division manager 
seeks new connection in either capacity. Age 
52, and best of references. Address T-64 
American Lumberman, Inc. 








WANTED TO BUY — 
MISCELLANEOUS 








RAILS WANTED 
Any weight—Any tonnage 
THE W. H. DYER CO. 
Railway Exchange Bldg., St. Louis 1, Mo. 





RAILS: ANY SIZE OR QUANTITY 


Particularly 20 lb. 25 Ib. 30 Ib. 35 Ib. & 40 lb. 
ecure our price before selling. 


MIDWEST STEEL CORP. 
Charleston, W. Va. 
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WANTED 
AMERICAN BLACK WALNUT 
Truck or carload lots 
Address S-50, American Lumberman, Inc. 





WANTED—Plywood cutoffs, fir or gum, all 
thicknesses—truck or carloads. Northern 
Supply Co., 4125 3rd Ave., Bronx 57, New 
ork. 





Yellow pine, fir, western pine, flooring and 
hardwoods needed by reputable mill agents 
in Western New York. Will supply refer- 
ences and accept working agreement with 
established manufacturers. Address T-65 
American Lumberman, Inc. 


‘MISCELLANEOUS—FOR SALE 
CARPENTERS APRONS 
Write for prices and information. 
THE MINNES 


TA SPECIALTY CO., Inc. 
Minneapolis, 


METAL WINDOWS 
ye Ey 
Large Stock—All es 

STEEL — SALES & SERVICE 
Weehawken. New Jersey 


CARDS OF REAL WOOD 
Choice of twenty woods for 
business, greeting, announcements 
CARDS OF WOOD, MANLIUS 9, NEW YORK 


Advertising Yardsticks 
Printed in two colors. Prompt shipments— 
reasonable prices. F. M. Mosedale Co., St. 
Charles, Illinois. 


























For Sale: South East Nebraska Yard located 
in Corn Belt. All under good sheds. Owner 
wishes to retire. For particulars write Box 
T-36 American Lumberman, Inc. 


FOR SALE—DEPENDABLE SERVICE 


By the one, “C. W. (Cliff) Alley’’—Experi- 
enced, bringing together buyers & sellers of 
retail businesses — hardware — appliances — 
farm equipment & lumber. If you want to 
sell—ask for our “Listing For Sale Proposal” 
and reasonable terms. Prospective Buyers— 
afforded full information regards businesses 
listed with us for sale and Free of Charge, 
upon inquiry. Territory—Arkansas, Colorado, 
lowa, ansas, Missouri, Nebraska, New 
Mexico, Oklahoma & Texas. Let us_ serve 
you. Alley Listing & Sales Agency, 307 Cen- 
tral Building, Wichita, Kansas. 








FOR SALE: Wholesale and retail business in 
Central Florida. 15 years successful opera- 
tion. Quality merchandise. Price with mill 
$97,000. Without sawmill $67,000. Owner re- 
oe Address T-32, American Lumberman, 
nc. 


SOUTHERN CALIFORNIA LUMBER YARDS for 

sale. Advise size investment wanted. 
TWOHY LUMBER CO., (Brokers) 
Petroleum Bldg., Los Angeles 15. 








Two lumber yards located in North Texa; 
City. Made $100,000 in 1946. Will mak» 
$150,000 in 1947. Will take approximatel, 
$175,000 to buy the two yards. Owner wishes 
= retire. Address T-44, American Lumberman. 
nec. 





For Sale—Up State New York 


Retail Lumber Yard, located on Nationa! 
Highway two blocks from center of thriving 
manufacturing City of 15,000. Have shed 
space for over one million feet of lumber and 
two large private sidings. Yard is com- 
pletely equipped and well stocked. Owner 
is retiring from the business and will nego- 
tiate wit Py only, no agents. e- 
quired $100,000.00 Will take mortgage. 
Write for full particulars to Box T-45, Ameri- 
can Lumberman, Inc. 


January 3, 1948, AMERICAN LUMBERMAN & 





